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papers : 


“The Record, although most re- 
cently established, appears, FROM ~ 
EVERY STANDPOINT, CLEAR- 


LY ENTITLED TO FIRST e .~ 

PLACE IN THE CONSIDERA- NG 

TION OF ADVERTISERS 

In the Directory it stands T HIRD IN e . 
| POINT OF ISSUE among all the @ 

papers willing to let their circulation ‘ 
| be known, OUT OF OVER TWO 

THOUSAND DAILIES eata- 
| logued. 4 <a\. 
| “From 163,833 in 1895, it is given 
| - the year 1899 an average issue of - (= 
5,902.”” 

e —,. e os 


From January 1, 1gco, to August 1, the 
average circulation was 


192,978 m~ 


5c. A LINE. 


A rate which earned for THE RECORD 
PRINTERS’ INK’s sugar bowl, as being that 
paper east of-Chicago which gives advertis- 
ers the greatest service in proportion to 


USE THE PHILADELPHIA RECORD 
IN THE FALL BOOM. 


Write for a miniature copy of THE RECORD’S ° 





23d Anniversary Edition. 
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DENVER 


COLORADO. 





ENVER is truly termed the 
Metropolis of the Far West. 
It is one of the most enterprising 





and beautiful cities on the 


| 
American Continent. It has a | 
population of 160,000 and a fine | 
system of electric street railways, 
The advertising in all of Denver's 
street cars is controlled exclusive- 
ly by GEO. KISSAM & CO., 
which is a guarantee of reli- 
able service, and here as else- 
where America’s leading adver- 


tisers are always represented in 
the cars, as well as the live local 
seekers after modern publicity. 


GEO. KISSAM & CO. 


1515 Larimer St., Denver. 


253 Broadway, New York. 
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Vou. XXXII. NEW YORK, 
NEW IDEAS WIN. 
CLOTHIER TELLS HOW 
HIS BUSINESS 
HIS ADVERTISING 


A NEWARK 
HE INCREASED 
BY CHANGING 
METHODS. 


“Breaking away from old ideas 
in advertising has increased our 
business over twenty per cent in 
less than two years,” said Frank 
i Stoutenburgh, of the firm of 
Stoutenburgh & Co., clothiers, of 
Newark, N. J., in answer to a 
question by a reporter of PrInt- 
INK, as to whether the change 
of advertising methods adopted by 
the firm some time ago had made 
any apparent difference in the vol- 
ume of their business. 

TWO YEARS AGO. 

“Two years ago,” said he, “we 
were using a list of about twenty 
papers, da‘lies and weeklies, cov- 
ering all of the territory here- 
about, and our ads, while well 
wr.tten, were of the stereotyped 
style still used by many clothing 
houses all over the country. We 
were in these papers three months 
in the spring and again three 
months in the fall. While our 
business at this time was, as it now 
is, the largest in the State, I was 

f the opinion that it could be 


ERS 


ot 
increased by changing our adver- 
tising plan. I know now that I 


was right. I had been and still 
am a close student of advertising, 
and saw that the dailies of New- 


ark were growing and covering 
the surrounding country six times 
a week where the weeklies only 
had a hearing once. I reasoned 
that here was an opportunity of 
talking to our customers eftener, 
and took it. Instead of the twenty 


papers, we used six—all dailies, 
with one exception, and we are 
st'll using them. They are the 
Newark News, Advertiser, Freie 
Zeitung, Ledger (weekly), and the 
Elizabeth Journal and leader. 


We had used these among the 
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twenty, but copy in them was 
changed only once a week in the 
dailies and once a month in the 
weeklies. Part of my new plan 
was to change copy every issue, 
and this I have done. The rates 
of the six papers mentioned were 
such at the time we started to 
use them exclusively as to require 
no increase in the amount of 
money we were spending annually, 
but subsequent advances have 
raised the price about one-quarter. 
Still we are getting results to war- 
rant the increase.” 


“What space did you formerly 
use and how much do you use 
now?” was asked. 


AT PRESENT. 

“We formerly ran fifty-six lines 
double in the weeklies and about 
seventy lines double in the dailies. 
Now we use from seventy to 420 
lines, according to the season of 
the year and the day of the week, 
our largest spaces being used on 
Fridays in the heart of the season. 
In the Newark News we have 
something to say every week day 


n the year. The Advertiser car- 
ries our announcements’ every 
other day and we use the two 


Elizabeth papers only in the sea- 
sons. In the Weekly Ledger and 
in the Freie Zeitung our matter is 
contracted for by the year. We 
do not advertise on Sundays, not 
for moral reasons, but because 
Monday is always a poor day for 
clothiers.” 

“In what important points do 
your ads differ from the ones you 
formerly used?” was the next 
query. 

OLD 

Here the 
copies of 


ADS AND 
reporter 
some 


NEW. 

was shown 
announcements 
published two years ago; also 
in the new style, one of 
which is reproduced. The former 
were commonplace, containing a 
stock cut or two, some ordinary 
matter and prices, with descrip- 


some 
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tions. They were sensible ads, 
though, and not over-boastful. It 
is easy to believe that they brought 
business. The new ones were 
quite up-to-date, carefully written 
and each one contained a strong 
“talk.” They were convincing 
and were illustrated with cuts 


























Gray Mixed 
Cheviot Suits. 


The choicest tit-bits of the 
fashion of 1900—‘*Grays’’— 
in a dozen different weavings, 
We've got them in’cassimeres 
and worsteds, both of which 
are’ of smoother finish, but 
the most-wanted suits are cut 
of rough-faced cheviots. 

We've tailored - 
them with single- 
breasted coats, 
shaped into the 
new front—with 
double - breasted 
vests — with ex- 
veptionally good 
serge linings to 
coats—with uew- 
est cut to trous- 
ers—with certain 
$15 “dealer” 
value—with our 
price of 


$12. 


A hundred or so suits of 
the above description passed 
through our finishers’ hands 
last week. 

Ready tor you to-morrow. 


STOUTENBURGH’S, 
797 ta 805 BROAD ST. 





made for them by a good artist. 
Every ad gave the price of the 
article it advertised. Every ad 
was set in plain type, not crowded, 
and was framed in a neat border. 
From an artistic point of view, at 
least, they were an improvement. 

“You can judge the difference 
yourself,” said Mr, Stoutenburgh. 


“The new ads are as strong as I 
know how to make them. I never 
use the same ad twice in one year, 
and never knowingly copy any 
one’s expressions. I try to im- 
press upon the minds of my read- 
ers the goodness of our wares and 
the fact that we sell them cheaper 
than others, which we are enabled 
to do, as we manufacture most of 
the clothing we sell.” 

“What leads you to believe that 
this increase in trade is due di- 
rectly to your advertising?” 

“People come in and ask for the 
goods advertised and speak about 
the claims we make in the ads. 
We have no trouble in convincing 
them that these claims are well 
founded, and this, taken in con- 
nection with the fact that we have 
been in business for fifty-one 
years, makes our advertising doub- 
ly effective. Besides, we can as- 
cribe the increase to nothing aside 
from the advertising.” 

“What other methods of ob- 
taining publicity do you find 
profitable ?”’ 

SWATCH CARDS. 

“In the fall and in the spring 
we send out thousands of ‘swatch 
cards.’ These are cards with sam- 
ples of suitings and overcoatings 
glued on them. They conta‘n ap- 
propriate matter and the price of 
the suit or. overcoat advertised. 
We cut up a lot of cloth to make 
these and distribute them by some 
of our own salesmen. who go 
about the country a few weeks in 
advance of the season and who 
also, by word of mouth, extol the 
merits of the goods. This is not 
very expensive because the work 
is done at a time when the sales 
men who make the distribution 
can be spared.” 

“Do you use novelties?” 

SOME NOVELTIES. 

“Only on special occasions. 
When we were fifty years old we 
celebrated the event in an appro 
priate manner. We hired a good 
brass band and gave concerts in 
the store, which was elaborately 
decorated. The ladies were given 
bouquets of cut flowers and the 
gentlemen were presented with 
celluloid match safes with a pict 
ure of the store on one side and 
the words ‘Fiftieth Anniversary’ 
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and our name on the other. We 
have also given away foot rules. 
We present the youngsters with 
good baseballs when their parents 
buy outfits for them. In fact, our 
house was the first in the country 
to give away baseballs with boy’s 
suits and the scheme is now in 
operation in every city in the 





Spring Hats 
for.... 
Sunday Heads 


Every taste and every purse 
has’ been carefully studied by 
eur~* Hat Man.”’ He knows 
full well how to sell worthy 
hats at prices below those 
usually asked. 











Derbies, Alpines and Silk 
Hats for the *‘grown-ups’’— 
notably the new ‘* Philadel- 
phia Tourists’? in pear and 
French brown, with pure silk 
puggaree bands, at $2.50. 

Tams, Caps and Etons for 
the ‘‘young-uns,’’ 25c. to 
$1.50. ; 

Always at your service— 
for hats, for shoes, for fur- 
nishings. 

And for the Best Newark 
Made Clothing, 20 per cent. 
under ‘‘others.’’ 


STOUTENBURGH’S, 


797 to 805 BROAD ST. 











Union. We also run our own 
electric light plant and have elec- 
trically illuminated signs in front 
of our store.” 

IN THE CUSTOM DEPARTMENT. 

“You have a custom tailoring 
department. Do you advertise 
that ?”’ 

“We find it almost unnecessary 
to do so. We employ four cut- 


ters and keep them busy the year 
through. The reputation of the 
store is such that customers have 
every confidence in us and they 
seem to know that they can get 
what is fashionable here at rea- 
sonable prices. I wll admit that 
this branch of our business could 
be increased by judicious adver- 
tising, but for the present we have 
no idea of doing much in that di- 
rection. We advertise for our 
ready-to-wear departments, which 
embrace clothing, shoes, hats and 
furnishings.”” Harry M. FRienp. 
+o 


TO THE DRUGGISTS. 


In the druggists’ journals the 
J. C. Ayer Co. thus addresses the 
dealers: 

Ayer’s advertising ably assists all 
ambitious accumulators of business in 
proprietary remedies. It is strong, 
forceful and  convincing—the kind 
which promptly convicts a man of the 
disease he has and sends him looking 
for the place to buy the remedy. It is 
abundant—the expenditure running to 
big figures annually. It is—and this is 
the best of it—perfectly sincere and 
truthful. 

Here, as in every other department 
of life, sincerity is a jewel, and the 
gaudiest prevaricator has nothing to 
compensate for its absence. 

The people of our great American 
public are quick to discriminate be- 
tween those who would fool them and 
those who would not, and it’s a great 
thing to be recognized as belonging to 
the latter class. 

The Ayer remedies have been doing 
their good work for more than an ave- 
rage lifetime, and the value of good 
advertising continued for a long term 
of years is cumulative. 

Did it ever occur to you that perhaps 
you were not getting all the benefit you 
might from the millions of dollars we 
have spent for Advertising? Suppose 
you should make a little push of your 
own on Ayer’s goods and see how easy 
it is to wake up new business. 

We shall be glad to assist you in 
such an attempt by all proper means at 
our command. Consult us freely on 
occasion. 





> - 
ONE THOUSAND YEARS. 

What must be our mental attitude to 
a newspaper that has been_ published 
for a thousand years! Kin-Pau, issued 
in Peking, has been in existence for 
that period. It began as a. monthly, 
became a weekly in 1361. and since the 
beginning of the century has been a 
daily. It is now quite up to date, pub- 
lishing three editions a day, and, to 
safeguard the purchaser from wiles that 
are not altogether unknown to_ the 
newsboys of New York, each edition 
is printed in a different color, the 
first being yellow, the second white, 
the third gray.—Fourth Estate. 








IN OLD MAYENCE. 


Printers, journalists, students 
and learned men from all over the 
world gathered in Mayence the 
other day to celebrate the five 
hundredth anniversary of the 
birth of Johann Gutenberg, the 


inventor of theartofprinting from 
movable types. The old Rhenish 
city was en fete. The buildings 
along the ma:n_ thoroughfares 
were decorated with bunting, and 
the inhabitants themselves seemed 
to catch the spirit of the occasion 
and gave the visitors a hearty wel- 
come. A typographical exhi- 
bition of much interest was opened, 
and on Sunday services were held 
in the Cathedral and in the Pro- 


testant Church. Representatives 
of the different universities of 
Germany met in the town hall in 
the morning and listened to a 
speech delivered by Professor 
Koster, of Leipzig, in honor of 
Gutenberg. The university rep- 
sesentatives then proceeded to 


the Gutenberg monument, at the 
foot of which wreaths were laid 
by the Grand Duke of Hesse, the 
Chief Burgomaster of Mayence, 
the Burgomaster of Leipzig, and 


the representatives of many so- 
cieties and public bodies. .In the 
afternoon a banquet of 1,000 


covers was given in the town hall 
by the German Printers’ Society 
and the German Printers’ Union, 
and a telegram was sent to the 
Emperor, the “promoter and pro- 
. tector of German art and German 
industry.”” Decorations were be- 
stowed by the Grand Duke of 
Hesse upon many of those who 
had arranged the festivities and 
upon M. Leband, of Paris, and 
Signor Marci, of Florence. On 
Monday the spectacular portion of 
the fesitvities commenced with a 
grand historical procession 
through the streets of Mayence. 
It was two miles long, and over 
5,000 persons took part in it, in- 
cluding 1,400 ladies and gentlemen 
belonging to the old patrician 
families of the town. The pro- 
cession represented groups com- 
posed of the great spirits of all 
nations and of all times, clad in 
the costumes of the country and 
age represented. Three hundred 
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eighty of 


and eighty musicians, 
them on horseback, led the various 
sections of the procession, and on 
forty ceremonial cars groups were 
arranged, living pictures, repre- 
senting famous historical events 
which have introduced new 
epochs in the history of civili- 
zation. The students of the neigh- 
boring universities, dressed in the 
picturesque costumes of the corps, 
occupied a prominent place in the 
procession, which is described as 
surpassing anything of the kind 
ever seen in Germany. In the 
evening a costume fete was held 
in the town hall and in the mun'- 
cipal gardens. Perhaps the most 
picturesque part of the proceed- 
ings was the torch-light procession 
on the Rhine, from Mayence to 
Eltville—Fourth Estate. 


oe 
THE NEWSPAPER 
The 


HABIT. 
habit has many 
vicious consequences. The children in 
the public schools are often urged to 
read the papers and keep track of the 
world’s news. And it cannot be denied 
that the newspaper serves an important 
end in bringing men to social conscious- 
ness and in giving them data upon 
which to form social judgments. But 
we must deplore and, so far as possible, 
overcome the evils of habitual news- 
paper reading. These evils are, chiefly, 
three: first, the waste of much time and 
mental energy in reading unimportant 
news and opinions, and premature, un- 
true, or imperfect accounts of im- 
portant matters; second, the awakening 
of prejudices and the enkindling of 
passions through the partisan or 
commercial greed of newspaper man- 
agers; third, the loading of the mind 
with cheap literature and the develop- 
ment of an aversion for books and sus- 
tained thought. Thus the daily news 
paper often tends to make the intellect- 
ual life of its readers one continuous 
series of petty excitements, a veritable 
life of the social ‘‘senses,’’ and to shut 
their minds, by mere fullness of occu- 
pation, against any appeal that does not 
find a voice in the daily news sheet.- 
Annals of the American Academy. 


newspaper 


bias 


—.- 





There are two 


Post Offices 


In Delmar, Iowa. 


Uncle Sam has one, and we have one. 

You goto Uncle Sam’s post office and get 
your letters; you go to our Post Office and 
get your Posts. Ours is, then, the only real 
Post Office. 

We have 2,000 choice White Cedar Posts 
from 7 to 10 feet. Call and see them. 


D. A. HART, Delmar, lowa. 


A COUNTRY CURIOSITY, 
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A FEW POINTERS ABOUT 
ADVERTISING IN DES MOINES. 








Frank W. Lenhoff, advertising agent, 52 Dearborn street, Chi- 
cago, writes : 

“ Without wishing to cast any reflections on any of the other 
Des Moines newspapers, I will state that I have found the Mews 
to pull FOUR to ONE to any of the other papers in your city. Am 
including the /Vevws in all our lists, and feel justified in doing so.” 

Dr. Chas. McF. Wells, the expert optician of Des Moines, 
found by actual experiment that the Des Moines daily Vews brought 
him as many orders as the three other Des Moines dailies and two 
other publications combined. As no orders are accepted by Dr. 
Wells for less than $10 cash, the potency of the Mews as a high- 
grade medium was again demonstrated. 

The DeBeltrand Grocery Co., of Des Moines, found by actual 
trial that the daily Mews brought nine times as many mail orders as 
any other Des Moines daily, and more city orders than the three 
other Des Moines dailies combined. 

S. B. Telfer, the Des Moines dealer in carpets, rugs, etc., tried 
all the Des Moines dailies, and now advertises exclusively in the 
News. 

By actual experiment, the Shannon & Mott Co., Des Moines, 
famous millers, found that the Mews sold more sacks of a high- 
grade flour than all the other Des Moines dailies and two weeklies 
combined. 

The Simon Clothing Co., of Des Moines, has all of its salesmen 
check up its Friday sales each week to learn which of the Des 
Moines dailies “pulls best.” The daily Mews always shows the 
best record. 














The Des Moines DAILY NEWS guarantees a larger 
paid circulation than all the other Des Moines 
dailies combined. 
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THAT BARREN ISLAND AR- 
GUMENT. 

One of Printers’ INK’s corre- 

spondents sends the following con- 

cerning the harm the destruction 





of the Barren Island works 
will do to the advertisers who 
have hitherto hz irped on the evil 


in the use of animal fats in the 


making of soaps: 

New that the world has beeh invited 
to submit bids for the destruction of 
the garbage of New York City, so that 
the works on Barren Island, which pro- 
duce such objectionable stenches “when 
the wind comes from that way,’’ may be 
shut up, it looks like the manufacturers 
of the Coal Oil Johnny Soap and other 


soaps are going to lose their greatest 
advertising leverage. A bill has been 
passed by the New York State Legis- 
lature, requiring the Barren Island 
“Reduction Works” to move away with- 
in a year. These “reduction works’ 


] 


have been used for several years as the 


“horrible example’ in the advertising 
of Coal Oil Johnny and many other 
brands, not known in upper. society, 
but very popular among. railroaders, 
miners and farmers. If there 1s any- 
thing that will turn the minds of simple 
people against an article it is to show 
that something in the nature of dead 
horses, dogs, etc., has been used in its 
manufacture. It has been the aim of 


Soap people and 
create an im- 


the Coal Oil Johnny 
other soap makers, to 
pression that nearly all except 
theirs, are made from dead things. Not 
being satisfied with what they could say 
in public print, they had great photo- 
graphs made of the Barren Island en- 
terprise and its “reduction works,” and 
these were turned into circulars, post- 
ers and placards. The most striking 
of the posters has been put out by 
the Coal Oil Johnny people this year. 
It has been tacked up at nearly every 
postoffice, country store and_ black 
smith’s shop in the South and West. 
At the top is a vivid half-tone repro- 
duction of a photograph of a ferry- 
boat piled high with dead animals. The 
letterpress starts off in bold black type 
in this fashion : 

“A moonlight picture of the dead cats, 
dogs, rats, and horses en route for the 
Barren Island Soap Fat Factory. Ask 
yourself what becomes of the thousands 
of cats, rats and dogs you know die 
each day. What becomes of the thou- 
sands of horses that die of old age, and 
other diseases. W hat becomes of the 
mad dogs the police shoot in the streets. 
What becomes of the horses that have 
the glanders that are killed by the Board 
of Health. What becomes of the many 
hundreds of dogs that are killed at the 
pound in your city each day. What 
becomes of the many thousands of tons 
of soap fat that the propeller ‘Two 
Brothers’ takes from Barren Island and 
brings to New York, making four trips 
daily. ‘More people die from the effect 
of impure soaps than from _ intoxicating 


soaps, 


liquors,’ says Baron Justus L iebig. ‘Coal 
oil Johnny Petroleum Soap is free 
from animal fats.’—Dr. H. Sweitzer, 


official chemist of the Produce Ex- 
change, New York City.” 

This is the wording of the entire 
poster. I've seen as many as twenty 


men reading it at once. Of course such 


argument proves very effective advertis 
ing for the soaps that do not contain 
animal fats. More than a dozen soap 
makers are to-day making capital by 
harping on the awful Barren Island 
works, and it will be a bad day for 
them when the fat boiling privilege is 
taken away from the men who have had 
it sO many years. 
— +o 


By treating 1 newspaper men well, es- 
pecially in towns and small cities, you 
can obtain a whole lot of valuable pub- 
licity free. 


-_- 





— ay. 
Lord 
Salisbury 


USES a 


CLINICAL 
THERMOMETER 


J He has done this for many years and 





ANY DEVIATION FROM THE 
NORMAL TEMPERATURE OF THE HUMAN 
BODY—96 3-5 DEGREES— INDICATES SOME 
DISORDER WHICH MAY LEAD TO DISEASE 


A Faytor CLINICAL 





THERMOMETER 
should be in daily use in every home, 
by every man and every woman, and 
for every child. It will be found the 
Greatest safeguard of health. 

The Taylor-Certified Clinical 
Thermometers are to be had at $1.00 
and $1.25 (magnifying tube) each, from 
druggists generally, or will be sent, 
postpaid, on receipt of price, by 


Tayler Brothers Company. 


ROCHESTER, N. Y. 
_ York City. London, Eng. 


ach Thermometer is accompanied by six copy- 
sighted iL charts ancl a little book, entitled 

inger Signals of Disease,” showin, uses 
the Clinical Thernometer. is booklet will be 
sent free, postpaid, to any one who writes 

tends name and address. 











AN INTERESTING AD, 
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Facts 
and 


Figures. 


Interesting to All 
Advertisers. 


PRINTERS’ INK in its issue of July 25, in 
an article with reference to the circulation of 
the daily papers in Tennessee, places the 
Memphis Commercial Appeal first, and then 
states as follows: 

“Next in order is the Nashville Banner, 
with 14,378 to its credit. In the same city 
is published the American, which, for a 
long time, was believed to have a circulation 
equal to that of the Banner. Recently, 
however, grave doubts have been cast upon 
the correctness of its statements and con- 
sequent accuracy of such a view, and the 
Directory, in its latest issue, credits it with 
an estimated issue of exceeding 4,000 
copies, putting beside its rating a mark 
indicating that ‘the editor of the American 
Newspaper Directory has offered to cause 
the correctness of this circulation rating to 
be verified by a special examination, pro- 
vided the publisher of the paper would 
agree to place the necessary facilities at his 
disposal, stipulating that the verification 
should be without cost to the publisher of 
the paper, but that to this offer the pub- 
lisher’s response was not such as to entirely 
remove the impression of doubt that has 
been cast on the rating.’ ” 

The above figures referred to, 14,378, 
represent the Banner’s average circulation 
for the year 1899, and not at the present 
time. ‘The circulation to-day is much larger, 
and its average issue for the first six months 
of 1900 was 16,356. ‘The Banner’s circula- 
tion books and records are always open to 
inspection by advertisers. 
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A NEEDED REFORM, 
ADVERTISEMENTS INSERTED BY OR- 
DER OF COURT OF LAW SHOULD BE 
MADE AS ATTRACTIVE AS THE AN- 
NOUNCEMENTS OF MERCHANTS. 


The question of reform in legal 
advertising was brought up in a 
New Jersey court a few days ago, 
in a case before Chancellor Pitney, 


when the receiver of the John 
Stephenson Car Co. asked for a 
confirmation of the sale of the 
company’s plant. A number of 
advertisements of the sale which 
had appeared in various daily 
newspapers and trade journals 


was submitted by the receiver as 
proof that the sale hadbeenprop- 
erly advertised. Thereupon an 
objection was made by an attorney 
for a creditor of the company, 
who maintained that the adver- 
tisements were by no means what 
they should have been; they were 
lacking, he said, in any mention 
of the nature of the goods offered 


for sale; the quantity and quality 
of the goods (lumber) were not 
shown prominently. As a result, 
it was contended, the lumber was 


bought in at a figure far below the 
price which could and should have 
heen obtained. Vice-Chancellor 
Pitney’s remarks were as follows: 
“People read the advertisements 
in the newspapers, there’s no de- 
nying that, and an advertisement 
should be framed in such a way as 
to attract buyers. Unless it has 
this essential it is worthless. In 
this case lumber should have been 
prominently displayed in big let- 
ters, and not jumbled up with the 
real estate and other things. 
The question of advertising is an 
important one, and I will lay the 
case over. You should have ad- 
vertised it properly.” 

These commentsnaturally arous- 
ed considerable discussion, sug- 
gestive as they were of a change 
in the conventional rules now in 
use for legal advertisements, and 
while there is a wide divergence of 
opinion as to the advisability of 
any marked change, yet lawyers 
as a rule agree that the sale of a 
plant should be as_ attractively 
advertised when it is sold under 
the order of a court as when it is 
offered by a private party. Num- 
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bers of bidders for a_ property 
would be attracted who otherwise 
would pass it by unnoticed. Most 
men who have studied the results 
of advertising agree in saying the 
make-up of legal advertisements 
should be made more attractive to 
the eye, in order to make the 
goods advertised bring their true 
value.—Fourth Estate. 


AGAINST MAGAZINES. 


In its issue of July 15 the Mail 
Order Journal (Chicago) quotes 
an advertiser whose name it fails 
to mention, as making the follow 
ing observations: 

Our firm once spent about $40,000 in 
magazine advertising, and has paid dear 
ly for the superstition that magazines 
are A 1 pullers. Considering the 
they are the poorest mediums. During 
the hard times when the were 
impoverished, advertisers became so 
licitous for the patronage of the 


cost, 
masses 


classes 


and tried to reach them by magazines 
A few merchants did it the first year 
The second year more followed, as the 
thought the other fellows would not 


and so maga 


real fad like 


do it if it would not pay, 
zine advertising became a 
any other fashion. 

To be frank, I don’t think 
tiser has ever made any money by adver 
tising in magazines, except by Wun 
‘ which has probably the largest per 
centage of circulation of 


any adver 





country any 
magazine. It was the first cheap maga 
zine, and secured a good class of 
readers in small towns. If the maga 
zines are not mail-order pullers—what 
are they anyhow? Or oo use can 
an advertiser make of them? To se 
cure city trade? This can only be s« 
cured by local advertising. There is 
in this world a certain class of peopl 
who make their living nearly exclusive 
ly of fools and dudes. The magazines 
have been making big money out of ad 
vertising dudes, who have been taught 
art in advertising instead of sense 
Well, I ought ‘not to ridicule others, a 
our firm has been once seized by the 
same, craze. Magazine advertising has 
seen its best days. It is an exploded 
theory. J. Walter Thompson, who mack 
a monopoly of magazine advertisin 
has become very rich. He _ played 
fine game. He enjoyed inside rates not 
accorded to any other agency There 
are cases in which J. Walter Thomps 
got nearly one-half, and the magazine 
publishers what little was left. Watcl 
magazine advertising this fall. It will 
furnish evidence that the advertising 


world cannot be fooled long. 

Most people will find it hard t 
nake the foregoing remarks con 
form to the great amount of 
vertising in McClure’s Magazin 
for instance. If magazines are 
not good media for advertising 


> 


what is? 
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A Change in Comfort’s Rates 





On and after October 16, 1900, there 
will be no discounts for either time 
or space as heretofore in * % % 


COMFORT 


Until that date advertisers will have 
the privilege of making contracts, not 
to extend beyond the October 1901 edi- 
tion, with present rates and discounts. 


A Flat Rate of $5.00 a Line, Agate, 





for all display advertising will go into 
effect on the above date. vw &% & 


Readers: Minion Count Lines $7.00 each. 


Save ten or twenty per cent by an 
early contract before the change. 


Full particulars and estimates on inquiry. 


W. H. GANNETT, Publisher Comfort, Augusta, Me. 


INCORPORATED. 


FRANK H. THOMAS, FRED H. OWEN, 
1635 Marquette Building, 707 Temple Court, 
Chicago, Ill. New York, N. Y. 


4il John Hancock Building, Boston. 























THE “PRESS” IN CARS. 


In many respects the advertis- 
ing in the New York street cars 
that the New York Press is 
now doing is unique in the his- 
tory of this up- a method of 
obtaining publici In the first 
place, it is qui ay ‘a contract of it- 
self to cover all the surface in the 
city of New York (a system com- 
prising over 2,000 cars, which 
cover the entire territory cf the 
Island of Manhattan), and means 
an expenditure of about $1,009 a 
month. In the next, the fact that 
the cards are changed on the entire 
system every day means an addi- 
tional heavy expense, which no 
other advertiser, so far, has cared 
to undertake. No question, how- 
ever, but that this daily change 
makes the car cards so up-to-date 
and timely as to greatly increase 
their pulling pronerties and gen- 
eral interest to the public at large. 
It is but a few years ago, when, in 
order to have a complete change 
of cards in a city operating 500 
cars, something like a week was 
required to complete the work; 
and even to-day, in other cities 
outside of New York, advertisers 
are asked to allow a week or ten 
days for making changes. It was 
this, that, for a long time, was a 
weak point in the system of street 
car advertising, which in the eyes 
of many big advertisers militated 
against the method as compared 
with the daily newspaper, and no- 
where was this so true as in the 
metropolis, where everything has 
to be so up-to-the-minute to suc- 
ceed. 

Now that New York and the 
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New York Press have set the 
pace, however, a_ possibility has 
been proved which may make a 
great difference in street car 
methods elsewhere. 

In making the contract with the 
car people, the Press stipulated 


for a daily change. The street 
car people threw up _ their 
hands: “Why, it will take, for 
the work in our 2,000 cars, an ex- 
tra force of men equal to all those 
who are now in our employ! 

said they. ‘Figure out the cost, 

said the Press people. “Five 
hundred dollars a month extra. 

“All right,” said the Shan Van 
Vogt—and so it was a deal.—/n- 
formation. 

—_ +o 
HOW TO ECONOMIZE. 

If you have a meritorious article for 
which you wish to create an increased 
demand, do not allow a few dollars 
between the cost of good and indifferent 
advertising to stand in your way. If 
your advertising appropriation is lim- 
ited, economize in the territory you 
wish to cover rather than the quality of 
the advertising matter you intend to use. 
If you create a favorable impression 
for your article in a small territory, you 
will soon be able to profitably increase 
your zone of business acquaintanceship, 
but if you try to economize in the qual- 
ity of the advertising matter you send 
out in order to cover a larger territory, 
and then fail to create the desired im- 
pression for our article, how can you 
expect your advertising to be profitable? 
—T. C. Bilger. 


_~- + 
IN MAGAZINES. 

Fifty years ago there was ag md 
no advertising in this country. Adver- 
tising in the magazines, which to- day is 
one of the most important branches of 
the business, was practically unheard of 
twenty years ago. The first advertise- 
ment, except announcements of their 
own books, that Harper Brothers ever 
printed in Harper’s Magazine was 
shown in October or November of 1882. 
—Current Advertising. 
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THE CO-OPERATIVE NEWS- 
PAPERS. 


MANY IN ONE, BUT EACH ONE ITS 
OWN. 
By Nathaniel Fowler, Jr. 

From the reader’s or advertiser’s 
point of view there are no co-oper- 
ative newspapers. 

For the want of a name, and to 
collectively classify what is face- 
tiously known as patent insides or 
outsides, the title of “co-operative” 
was given to those periodicals that 
are not entirely home-print. 

There are three distinct classes 
of country newspapers. 

First, the country newspaper set 
entirely within its own office and 
printed from type without the use 
of stereotype plates. 

Second, the newspaper printed 
altogether in the home office, a 
part of it made up of type matter 
and the balance of stereotypes. 

Third, the newspaper known as 
co-operative and made up of one 
or more pages set and printed at 
some central office, the home office 
setting and printing the balance. 

The introduction of co-opera- 
tive newspapers has made it pos- 
sible for every county seat to pos- 
sess a representative, profitable 
journal. 

The fact that the newspaper is 
co-operative is neither for nor 
against its quality or local stand- 
ing. There are many good co- 
operative papers and many poor 
co-operative papers and many 
good or bad home-print papers. 
The matter printed at the cen- 
tral offices and furnished to the 
country publisher is of the same 
kind that he would use if he set 
it, and is generally of a higher 
grade, because co-operative mat- 
ter is edited by men of great ex- 
perience and is better adapted to 
the public wants than the bulk 
of the miscellany appearing in the 
* home-print paper. 

The concerns making that part 
of the co-operative newspaper fyr- 
nished to the local publishers de- 
rive their profit not from the sale 
of the white paper, but from co- 
operative advertising. 

The central office publisher de- 
votes a part of the pages he prints 
to the advertisements of general 
advertisers, and because he prints 


so many papers at the same time, 
or rather parts of them, and be- 
cause he buys white paper in such 
large quantities, he can afford to 
carry advertising at prices much 
lower than the combined rates of 
the local publishers. 

It has been claimed by those 
who do not know, and who have 
never studied the situation, that 
co-operative advertising is not lo- 
cal advertising and has not the 
same proportionate value as that 
set and printed by the local pub- 
lisher. 

This ridiculous claim had its 
origin in the ignorance of the ad- 
vertiser and in the low price of 
co-operative advertising. 

The advertisement in the co-op- 
erative part of the newspaper may 
be more prominent than that ap- 
pearing in the local part, because 
there is less of it, and it is more 
surrounded by reading. 

To claim that co-operative ad- 
vertising does not reach the local 
reader because it does not happen 
to be printed in the local part of 
the paper is as absurd as to assume 
that an advertisement pasted on 
the back of a magazine circulated 
in a town would not reach the 
people who buy the magazine. 

The advertiser whose advertise- 
ment appears in the co-operative 
list of a thousand newspapers re- 
ceives the same benefit from his 
advertising as he would if his ads 
were set separately by each of the 
thousand local publishers. 

Assuming that the local columns 
are read more than the miscel- 
lany pages, this objection against 
co-operative advertising is fully 
met by the fact that the co-oper- 
ative advertising page is never 
crowded; forcing each advertise- 
ment to be conspicuous and in- 
variably to be next to or near to 
reading matter. 

Co-operative advertising is co- 
operative only in convenience and 
price. 

The printer of the co-operative 
part of the newspaper is simply an 
economical producer of conven- 
ience. 

It is true that co-operative mat- 
ter appears in many publications 
at the same time, but that does not 
injure it, nor is it any the less 
fresh to the readers. It is no more 
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co-operative than syndicate mat- 
ter, and there is not a large daily 
in this country without syndicate 
news or miscellany. 

Many of the great dailies ex- 
change matrices and are as co- 
operative as country papers. 

If the printing of co-operative 
matter lowers the tone of the pub- 
lication, then no respectable daily 
could conscientiously become a 
member of an associated press. 

This is a day of duplication, of 
syndicate and of labor and money- 
saving co-operation. 

The circulation of a co-operative 
newspaper may be small, but the 
circulation of co-operative news- 
papers in the aggregate must be 
extended. 

An advertisement in one thou- 
sand papers of a thousand circula- 
tion each is worth more than the 
same advertisement in five hun- 
dred papers of two thousand each, 
because all things being equal the 
smaller the circulation of the pa- 
per the more the advertising space 
is worth proportionately. 

This logic may seem _ illogical 
and demand explanation. 

A paper of two thousand circu- 
lation cannot be more than one 
influential organ, two papers of a 
thousand circulation each may 
constitute two influential organs. 

paper of large circulation 
has several means of income, while 
a paper of small circulation de- 
pends upon a limited constituency, 
and if its circulation is very small 
its readers must be very loyal or it 
could not exist. 

The objection to advertising in 
many papers of small circulation 
is because the expense and trouble 
of clerical work and the cost of 
sending electrotypes and of check- 
ing and paying bills are sufficient 
to suggest to some advertisers that 
it is not economical to use too 
many publications of small circu- 
lation. 

It might not pay the average 
general advertiser to advertise in 
several thousand country news- 
papers simply because the cost of 
attending to the matter might be 
more than the benefit to be de- 
rived from the advertising; and 
some advertisers could not afford 
to attend to these matters, even if 
the space were free. 


The paper of small circulation 
generally circulates in small places 
where it is a local authority, and 
where its influence is all-power- 
ful, and then it is likely to be the 
only medium conscientiously and 
regularly read by its readers. 

There are in the United States 
and Canada many thousands of 
country newspapers; most of them 
are co-operative and have existed 
from five to a hundred years, and 
some of them have been read by 
several generations. 

These papers are near to the 
people’s hearts and close to the 
local pocketbook. 

These papers are read and re- 
read by country buyers; every one 
reaches a family or individual. 

The readers of co-operative 
newspapers are residents of small 
towns, and even of large towns. 
They are the people of permanen- 
cy, the people of home, the peo- 
ple of constant buying. 

The readers of co-operative 
newspapers supply the world with 
everything the world has, and as 
a class they buy more in number 
of purchases and in aggregate 
value than any other two or three 
classes put together. 

It may be hard to enter the in- 
side of the city pocketbook or to 
keep one’s finger upon its con- 
tents, for city people are birds of 
passage, and the advertiser who 
has them to-day loses them to- 
morrow; but country people, al- 
though it may be hard to get 
them at the start, are like the old- 
fashioned wind-mill, slow, and 
slower to slip backwards. 

The advertiser who can reach 
the country people—and they are 
the readers of co-operative news- 
papers—has back of him a con- 
stituency which may be reckoned 
as profit, capital and investment. 

Whether or not'theiadvertisercan 
tell who reads the general pub- 
lication, he knows who reads the 
co-operative newspaper; for only 
one class wants to read it and will 
read it, and that class is exclusive- 
ly made up of country folk, heads 
and members of families. 

One thousand co-operative news- 
papers must not be considered as 
one, composite paper. They are 
one thousand individual, —inde- 
pendent, separate and distinct lo- 
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cal publications, and the adver- 
tiser should congratulate himself 
that the plan of so-called co-oper- 
ation adds to the character of the 
local press and gives to him all 
the benefits of being an almost 
universal local advertiser, reaching 
as he may each individual home 
and town at the very least of ex- 
pense; doing with a few electro- 
types and with a few strokes of 
his pen what, if things were other- 
wise, he would have to do with 
many thousands of electrotypes, 
by many thousands of bills, by 
many thousands of letters and by 
the great expense of detail. 

The co-operative newspaper is 
simply a local newspaper, and be- 
cause the publisher of it chooses 
to be a business man and to pro- 
duce his paper in the best and most 
economical way is no reason why 
he should not be considered the 
publisher of an independent pa- 
per; he is such a publisher and 
his paper is an independent sheet, 
no more co-operative from an ad- 
vertiser’s or reader’s point of view 
than it would be if there were no 
co-operative methods. 

It is as unfair to depreciate the 
individual or aggregate value of 
co-operative newspapers, because 
some of their pages are printed in 
a central office, as it would be to 
undervalue the work of all car- 
penters because all carpenters use 
hammers and nails. 

The co-operative plan benefits 
the publisher, the reader and the 
advertiser. 

The co-operative plan enables 
the general advertiser to become 
a local advertiser at the very min- 
imum of expense and at the ex- 
treme of convenience. 
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VERTISING AGENCY 
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At This Office 


10 Spruce Street, New York, THE GEO. 
keeps on file the leading Daily and 
Weekly Papers and Monthly Magazines ; is authorized to 
Receive and Forward Advertisements at the same rate 
demanded by the publishers, and is at all times ready to 


exhibit copies and quote prices. * 


I SOPPPOPOOA AO OR IOR IORI 


It is true that readers of co-op- 
erative newspapers read the gen- 
eral magazines and other periodi- 

cals, but as a class, more than any 

other class, they are less readily 
reached by general publications, 
for their interest is largely in their 
homes, and the home paper is the 
paper of their liking. 

Every home-dweller may take a 
general publication, and probably 
does, but all the people of a local 
town cannot be reached by any one 
general publication, while practi- 
cally every one of them reads the 
local newspaper. The co-opera- 
tive paper is a local newspaper. It 
cannot be anything else, and there- 
fore it is the paper that is 
read locally, and theadvertiser who 
uses the co-operative lists simply 
carries his announcement directly 
into the homes of the country 
people, in a local as well as in a 
general way. 

ae a 
WORTH CONSIDERING. 

It is a common mistake with advertis- 
ers to assume too much knowledge on 
the part of the public, and this is par- 
ticularly true as regards specialties of a 
technical nature. We were looking the 
other day at a poster advertising ‘“Spark- 
lets,” which we were informed are in 
tended for the “instantaneous aeration” 
of all liquids. Any one who thinks, and 
certainly any one who refers to a dic- 
tionary, can discover the meaning of 
these words, but how many people are 
there to whom they will convey any 
clear idea, the moment they see the 
poster. There will be an enormous num- 
ber of people on whose mind the words 
will make absolutely no impression, and 
who will consequently go away uninter- 
ested and uninformed.—London Edition 
Printers’ INK. 

oe - 
TWO PARTS. 

The Ellsworth (Me.) American re- 
marks: “Society is divided into two 
parts—those who take a paper and those 
who take their neighbor’ S paper. . 


P. ROWELL Ap- 
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WHAT SOME PUBLISHERS ASSERT. 


** ] said in my haste all men are Lars.” —P ‘salm cxut., Ul. 


The paragraphs in this department are inserted without any charge or 


payment. 


A publisher who has a good story is invited to tell it as tersely as 


he can, setting up the most substantial claim he habitually uses to influence 


advertisers. 


Although a publisher need not necessarily refer to any paper but 
his own, there will be no objections to comparisons. 
sends is published as coming FROM HIM. 


What the publisher 
It is his privilege to praise his own 


paper all he likes, for what is wanted is what can be said in its favor. What 
he does say, however, ought to be true—«aédsolutely. 


- ALABA 

Florence (Ala.) Times (1).—We are 
issuing regularly every week 1,850 copies 
of the Times. This circulation com- 
pletely covers our county, the paper 
going to every postoffice, to many of 
them in several large bundles. In the 
city and vicinity nearly every family 
takes the paper, and regards it as a part 
of the family fixtures. It is estimated 
that from three to five persons read 
every copy of a paper of general cir- 
culation. This being the case, to mul- 
tiply 1,850 by three, at least, would 
give the advertiser a reading constitu- 
ency of 5,550 each week. Can business 
men afford to neglect a medium of this 
kind in an aggressive movement for 
business. 





CALIFORNIA. 

San Francisco (Cal.) Chronicle (1). 

Is the leading newspaper of the 
Pacific Coast, and has the largest cir- 
culation. 

COLORADO, 

Boulder (Colo.) Representative (1). 
—Largest proven circulation in North- 
ern Colorado. 

ILLINOIS. 

Arcola (Ill.) Record (1).—Arcola is 
the wealthiest town for its population 
in the world, and the Arcola Record is 
the newspaper of Central Illinois. The 
broomcorn paper of the world. 

INDIANA, 

Indianapolis (Ind.) News (1).—Is a 
family newspaper. It is delivered to 
more homes in Indianapolis and Ind- 
iana than any other three papers pub- 
lished in the State. This class of cir- 
cutation is what the advertiser wants 
and what he is seeking. The circu- 
lation of over 50,000 copies daily is 
proof of the popularity of the News. 

Richmond (Ind.) Evening Item (3). 

The average daily circulation of the 
Evening Item for any period of six 
months during the past two years has 
been more than the combined circulation 
of the daily editions of the Palladium 
and Sun-Telegram. 

INDIAN TERRITORY. 

Muskogee (I. T.) Twin Territories 
(2).—Is the only magazine published 
in Indian Territory. The publishers 


EXPLANATION. 

(1) From printed matter emanating from 
the office of the paper and used in connec- 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
———s either as advertising or reading 
ma 

(4) By word of mouth by a representative 
of the paper. 
stead is guaranteed to be at least 130,000 copies 
weekly, and proven by sworn statements 


were thought brave to establish it; it 
was predicted by some that it wouldn’t 
live. It is now well up in its second 
year, and its circulation extends, after 
it has visited every nook and corner of 
Indian Territory and Oklahoma, into 
the Southern and Western States, the 
North and East. It was in such demand 
directly after the first issue was off the 
press that the publishers had to order 
more paper and reproduce the first num- 
ber. Twin Territories has tried faith 
fully to impress on the outside world 
the fact that Indian Territory is not the 
wild, savage country it is generally 
supposed to be, and has succeeded to a 
great extent. The people dwelling 
there are wide-awake, prosperous and 
intelligent, and the advertiser would 
do well to reach them through Twin 
Territories. It is first on the ground. 
firmly established, and, of course, is the 
favorite. 
KANSAS, 

Beloit (Kans.) Western Call (1). 
More widely read than any other news 
paper published in Mitchell Countv. 
Up to date in every particular. 

Peabody (Kans.) News (2).—Is but 
four and a half months old, having been 
established March 1, 1900, and now has 
an actual circulation of 1,128 copies 
each issue, and is growing fast. Our 
books are open to all. The News has 
the largest circulation in the county, 
charges a higher rate for advertising, 
and carries nearly twice as much local 
advertising as any other paper published 
in the county, which proves the value 
of its advertising space. 

KENTUCKY, 

Greenup (Ky.) Eagle Knight (1).—Is the 
official organ of the Knights and Ladies of the 

Golden Eagle of Kentucky, West Virginia and 
Indiana. Circulation 2,000. Goes to every 
State and Territory in the Union. 
MAINE. 

Portland (Me.) Evening E xpress (1).—Has 
the largest daily circulation in Maine. Sun- 
day Telegram has the largest Sunday circula- 
tion in Maine, 

MASSACHUSETTS. 

Boston (Mass.) Our Dumb Animals (3).— 
Circulation regularly between 50,000 and 60,- 
000; sometimes from 100,000 to 200,000. 

MISSOURI, 

Independence (Mo.) Progress (1). 
fest. advertising medium in Jackson 
County. Rates made known on appli 
cation. 2,000 circulation in eastern 
Jackson County. 1,000 outside of the 
county. 

Kansas City (Mo.) Journal (1)—Has 
for months paid over twenty-six per 
cent of the total second class postage 
paid at Kansas City. This is a matter 
of official record. When the fact i 
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taken into consideration that the Star 
claims a 150,000 weekly circulation 
compared to 100,000 for the Journal 
weekly, it will be seen that the amount 
of postage paid by the daily Journal 
and the daily Star is very nearly the 
same. As far as the other Kansas City 
papers are concerned, the Journal has 
them all easily distanced. 

St. Louis (Mo.) Post-Dispatch (1).—There 
are only seven Sunday newspapers in the 
United States that equal or exceed the ’ cir- 
culation of the Sunday Post-Dispatch. We 
will accept all advertising with the distinctand 
unequivocal guarantee that it hasa larger bona 
fide circulation, Sunday or daily, than any other 
newspaper westof the Mississipi river ; and in 
the city of St. Louis and its suburbs than any 
two other morning or evening newspapers com- 
bined. 

Windsor (Mo.) Review (1).—A si 
column = eight-page mao: that cir- 
culates among buying people in Henry, 
Johnson, Pettis and Benton Counties. 

MONTANA, 

Helena (Mont.) Northwest Jnstructor (2).— 
Is the official (and only) public school journal 
of Montana. It goes into the hands of all pub- 
lic school teachers as well as the faculties of 
private schools throughout the State. 

NEBRASKA, 

Ww ahoo (Neb. ) New Era (1).—Coming New 
Era _is issued in two editions—one partly in 
the Swedish language. With an extensive cir- 
culation in the States of Nebraska, Iowa, Il- 
linois and South Dakota. Saunders County 
New Evra has by far the largest circulation in 
Saunders County. 

NEW JERSEY. 

Trenton (N. J.) 7zmes (3).—Is the only daily 
paper published in Trenton which makes defi- 
nite and guaranteed statements of itscirculation, 
The 7imes guarantees the correctness of the 
figures given each day by offering to any adver- 
tiser the free useof its advertising columns if 
he can show the 7%mes’ statements are untrue. 
As the 7z¢mesmakes the unqualified claim that 
its circulation is greater than that of all other 
Trenton dailies combined, and asthe statement 
has never been disputed, there may be good 
reason for the reluctance of some newspapers 
to make statements of their issue. 

NEW YORK. 

Glens Falls (N. Y.) Star (1).—The morning 
Star and the weekly Star have the largest 
circulation and are most — papers. 

New York (N. Y.) Engineering 
News (1).—Advertise in as many 
papers and as extensively as you desire, 
but do not omit Engineering News, 
which is read each week by nearly every 
prominent contractor and manufacturer 
of contractors’ supplies in North Amer- 
ica—probably by every person in this 
whole country who will be sufficiently 
interested in — work to submit a bid. 

New York ( Y.) Tobacco Leaf (1). 
—-The oldest, tena and most widely 
circulated paper in the trade. The only 
tobacco paper in the United States 
covering thoroughly every branch of the 
business, furnishing the largest volume 
of reliable news and employing the 
largest staff of correspondents at home 
and abroad, being patronized by the 
leading cigar and tobacco dealers and 
jobbers in every section of the country. 
It therefore possesses a larger sub- 
scription list and a more extensive ad- 
vertising indorsement than any of its 
contemporaries. 

Rochester (N. Y.) (ase and Comment (1). 
—Has a general circulation, and in the course 





of a year reaches every lawyer in the United 
States worth having asa customer. It is the 
cheapest legal medium in the country—space 
costing $1.10 per page per 1,000 circulation ; 
others cost you from $2 to $6. 

Salamanca (N. Y.) Cattaraugus Re- 
publican (1).—The only paper circulat- 
ing generally through all parts of the 
county. 


Cleveland (Ohio) “Clee a Leader (1).— 
For the year 1899, daily average 58,814 copies, 
morning and evening. Sunday average, 38,545 
copies. January 15, 1900, the price of the 
morning Leader was reduced from three cents 
to one cent, which resulted in a very large in- 
crease in circulation. Half of the total circu- 
lation is inside the city of Cleveland. 

Cleveland (Ohio) Ohio Farmer (1).—We 
hereby state that the bona fide circulation of 
the Ohio Farmer, going to actually paid-in- 
advance subscribers, is now averaging 84,835 
each week. Take notice that the above figures 
are only for net paid-in-advance circulation; 
includes no sample copies, free lis exchanges 
or credit subscriptions. The actual mailed 
copies of the Ohio Farmer for said weeks 
averaged over 103,000; also please consider 
that the above figures are substantiated facts, 
not claims. We make an open challenge to 
submit actual proof of bona fide paid circula- 
tion, compared to advertising rates, with any 
other paper or papers of our character in 
America. 





OREGON. 

Salem (Ore.) Capital Journal (2). 
Our average bona fide circulation for 
the past six months has been, daily 
2,812; weekly, 1,927. Some will be in- 
terested to know why our circulation 
is not larger, and for the information 
of such, we will say that in the past 
five years we have changed from the 
credit system to the cash-in-advance 
system. Notwithstanding this nec 
sary sacrifice of many good subscribers, 
our daily edition is now larger than be- 
fore the change. We are now getting 
the benefit of the free rural delivery 
system, and eight more such routes are 
about to be established from this city, 
which will again push our daily ahead, 
possibly five hundred. These are plain 
unvarnished facts which we believe are 
worthy the just and careful consider- 
ation of all advertisers. 

PENNSYLVANIA, 

Edinboro (Pa.) Educational Independent 
(1).—Has largest circulation of any weekly 
educational journal in the world. Circulation 
25,000. Proof of circulation made a condition 
of all advertising contracts. No proof, no pay. 

Philadelphia (Pa.) Fashions (1).—Has an 
honest circulation of over 225,000 copies a 
month, An advertisement in its columns 
reaches not only the consumer but the dealer 
also. The rate charged for space is reasonable 
and right. 

Scranton (Pa.) Science and Industry (1).- 

A page advertisement in Science and Industry 
costs $30 per issue. It goes to 30,000 desirable 
customers, and therefore costs but $1 per thou- 
sand reached 





ONTARIO (CAN.). 

Woodstock (Ont.) Sentinel-Review (1).— 
The daily Sentinel-Review has five times the 
circulation of any other daily medium in the 
county. The weekly Sentine/-Review has 
three times the circulation of any other weekly 
published in the Oxford District. Except 
through the Sestine/-Review you cannot reach 
more than one-fourth the people of Woodstock 
and Oxford, 
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IN BURLINGTON, IA. 
Cepar Rapips, July 17, 1900. 
Editor of Printers’ INK: 

I have been a devoted reader of 
Printers’ INK for several years, and 
in looking over the Burlington (la.) 
Hawk-Eye 1 saw an advertisement of 
Dr. J. S. Caster, Magnetic Healer, 
which attracted my attention. Having 
a few hours to spare | decided to visit 
the advertiser to get his advertising 
story for the Little Schoolmaster. The 
ad was of generous size, but the most 
striking thing about it was the cut 
which illustrated it. The picture con- 
sisted of a representation of over 40 
crutches and canes left by patients who 
have been cured. 

\fter a short time I was ushered into 
the doctor’s private office. I stated 
my errand, and he said: 

Yes, I read Printers’ INK, too. It 
is a great favorite with me.” 

“What do you think of advertising in 
general?” 

“You may say that I am a firm be 
liever in the judicious distribution of 
printer’s ink.” ‘ 

“What is your opinion of the relative 
value of large and small ads?” 

“As the usual thing I use in the 
Hawk-Eye the five-inch three-column 
ad you saw, and it has been my ex 
perience that an ad that size in one 
edition will do much more good than 
an ad one inch in size in fifteen editions 
I have frequently used one, two and 
four-page ads with corresponding re 
sults.” 

“Is this all the advertising you do?” 

“Oh, no. I use daily and weekly 
papers in surrounding towns and also 
tock a great deal of space in the city 
directory.” 

“How has the local directory paid 





you?” 

5 “Very well. I have given about 23,- 
000 treatments in the city of Burlington, 
Iowa. Outside of the city, however, 


the best results have been from personal 
recommendation. When I opened the 
infirmary in ’89 I had patients from St. 
Louis, Chicago, California and Santa 
Fe, N. M., etc., all secured by the latter 
method.” 

“If such is the case, you must have 
many inquiries from _ prospectiv 
tients What literature do yor 
them?” 

For answer the doctor handed me a 
neat book about five inches by eight in 
size It had an embossed cover, and the 
body was composed of coated paper. 

“That, you see, is a book of fac-simile 
letters of testimonials from one hun 
dred and twenty-seven difterent people 
from all parts of the country. We send 
that and a personal letter to every in 
quirer.”” 

“From the appearance of this book, 
doctor, you evidently believe in good 
printing.” 

“T do. ‘What’s worth doing at all is 
worth doing well.’ ”’ 

Dr. Caster then gave me another 
book which by its cover was proclaimed 
to be a special edition of a souvenir of 
Burlington, published at the time of 
its semi-centennial. It was full of half 
tone cuts and descriptions of the his- 
torical, industrial, commercial and _ re- 











ligious side of the city. The book was 
originally published by a printing com- 
pany, and the special edition was made 
by the order of the doctor, with pages 
of fac-simile letters of grateful patients 
bound with the rest of the book at in 
tervals. 

The doctor then went on to relate that 
if he should ever happen to be without 
circulars describing just what his 
method of treatment was, he would 
close his doors. ‘‘My father,” he said, 
“Dr. Paul Caster, from whom I in 
herited my power to cure, made me 
promise always to have advertising 
matter in the house. In accordance 
with this ever month I send my 
‘Journal’ to people whose names | 
have obtained from former patients.” 

The “Journal” is an eight-page sheet 
containing testimonials and accounts of 








cures performed. This is the first case 
[ have heard of where a man adver- 
tised because he had promised to. The 


fac-simile reproductions of the letters 
of testimonials were striking. 
Hersert H. Smitru. 
+o 


A PROBLEM FOR SOLUTION, 
Office of Gara, McGrintey & Co., 
23 South 17th street 
PHILADELPHIA, July 26, 1900. 
Editor of Printers’ INK 





In your issue of July 25, page 22, we 
find this statement : 

“Be careful to use only such mediums 
as reach people who have use for the 
kind of goods you sell.” 

For the last ten years we have been 
spending considerable money to reach 
the class of people who have leaky 
roof’, and we about reached the end of 
our string. Could you further elaborate 
on the paragraph we found in your 
paper, page and date above noted? 

Very truly yours, 

Gara, McGinrey & Co. 
oe 
DEWEY’S VIEWS. 
Office of Guentuer-Braprorp & Co. 
Cuicaco, July 26, 1900. 
Editor of Printers’ Ink: 

Your lengthy review of the principal 
dailies this week is good, only too long. 

You certainly should put the Trans 
cript, of Boston, on your bullseye list. 

You certainly err in your statements 
about New York Ne holding its own. 
No one living in New York can believe 
that. Yours truly, 





Joun C. Dewey 


Se ae 
STEREOTYPED ADVERTISI? 


PRESSTIONS. 








“WE LOSE MONEY ON THESE.” 
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NOTES. 


“Drink Jakey, and Get Strong,” is 
a sign on a drug store in Astor place 
But “Jakey” is the drink, and not the 
passer by. 

Says a Brooklyn furniture dealer in 
his ad: “You would not leave your 
happy home for anybody if you let us 


furnish it. 


England is 
to names taken 


Book advertising in 
largely done by circular, 

















from society directories. It is said to 
iy very well. 

“FreEE Stove Polish” is advertised 
on Broadway by a man dressed in 
barber pole horizontal stripes, carrying 
an elevated placard. 

“Tow to Become a Newspaper Wo- 
man,” by Mrs. Elizabeth Jordan, of 

rper's Bazar, appears in Success 
(Ne w York) for August. 

Tue Page Woven Wire Fence Com- 

iy, of Adrian, Mich., advertises: The 
pen is a6 eed than the sword if the 
pen is made of Page fence. 

In Jersey City a crockery dealer ad 
ertises on dodgers as follows: “China 
will soon be reduced by the "Powers, 
but, by the powers, I have reduced 
mine already! 

rue “Six Little Tailors,” a Boston 
firm of clothing makers, all masculine, 
ire heading their street car advertising 
cards with the legend: “It’s easy to fit 
the easy to fit, but we can fit the hard 
to fit.” 

Tue Pine Plains (New York) Regis- 
ter, in giving an account of the recent 
hot term, during which “only editors 

d other pious people were comfort 

” said there was absolutely no 
breeze! “The air was as still as an un- 
idvertised store.” 

Murpnuy, the Brooklyn hatter, uses 
he following verse in his Myrtle ave 


window 

\ to B as they together sat, 

“! wonder where I'll get a stylish hat?’ 

Said B to A, with a becoming smile, 
Why, wr s hats beat all the rest 
for styl 


nue 


Said 


Tue C amapbeli’ s Condensed Soup firm 
ising fairly good verse now on the 
elevated car panels. This is one sample 
ot it: 
It gives delight 
\t picnic or 
The good is all 
Not on a costly 
Puts is the 
hing compound, 
vewark, N, Bag 4 “ars: 
“For washing pe with neatne 
And filling them with sweetness, ‘ 
’Tis the acme of completenes 
‘hat? 


maid or 
on table; 
inside the 
label.’ 

“Kleenclose,” a 
the 


to man, 


can, 


way 
is advertised in 


] 


Why, lose 
correspondent writes : 
of the Salem Press, 
1 Salem printing office, recently, I 
noticed a file of the “Little School 
master,” dating back to March, 1897, 
ill carefully arranged, and pretty well 
thumbed, showing that it was put to 
good use and constantly referred to 


*Kleenc 


\ Boston 
While in the office 


19 


of Ramon’s Liver 
Pellets supply country 
merchants with pads 
and pads of wrapping 
paper. On the back of each sheet is 
an illustrated ad of the medicines, with 
testimonials. The medicine people say, 
“Write for. ,more pads when you have 
used these. 


THE proprietors 
Pills and Tonic 
postmasters and 
of scratch paper 








In Dutchess County, and probably in 
other counties along the Hudson river, 
certain irreverent religious cranks have 
been lately plastering the rocks and 
fences with their usual ghostly w: rn. 
ings, like “Repent, or go to Hell.’ 
etc. The Poughkeepsie News-Press 
asks, in a sensible article, that this dis 
graceful practice be stopped. 

A Harem saloon keeper who makes 
a speciality of curious “indoor” adver- 
tising has several odd cards hung up 
in his bar. One reads, “Soft drinks for 
hard cash,”’ and another, * to 
suit your taste sold here. glasses 
to suit your sig sht see an optician.”” <A 
third one reads, “Every sixth drink is 
on the house. Hurry up and finish your 
fifth.’ 

Hon. 
tributes to 
describing 
vertising, 





WARNER con- 
Affairs an article 
the horrors of outdoor ad- 
not only in London, but alli 
over the different countries in Europe. 
Some of the attempts to cover space 
particularly one in London, hiding from 
one point of view St. Paul’s Church 
have been interfered with by legal 
action. 

A 30STON 
company keeps 
and up to date 


Joun Dewitt 
Municipal 


stereopticon advertising 
its service interesting 
by interspe rsing the ad 
vertising slides with views of current 
events, such scenes from the Boer 
war and different parts of China. The 
concern has an advantageous location 
in the heart of the city, with a large 
clientage, and groups of people are to 
be seen every evening, at almost any 
hour, watching the display. 

On Friday, June 1, 1900, the Phila- 
delphia Record celebrated its twenty- 
third anniversary the pioneer penny 
newspaper of the country, and on that 
day it carried more advertising than 
on any previous one day in its entire 
history, i. e., one hundred and four 
columns (330 lines to a column) of 
paid advertising, or 34,320 lines. A 
miniature edition of this copy has been 
issued, which will be sent to any one on 
application. 


as 


as 














dodge of using one ad 
boom another advertiser is 
Burwell’s Pharmacy, 573 
Washington street, Boston. Burwell is 
hooming his own brand of little cigars 
called ‘Whispers.’ In the front win 
dow is a huge plaster bust ef the patent 
medicine lh onary Munyon. is 
jaw is and grips the half burned 
stub of a cheroot. Appended below 
is the plz ac ard: ‘“Munyon = smokes 
‘Whispers!’ ’ 
—_— ——_—. 


THE REQUISITE. 

man who draws advertising 
purposes a coe up over his desk 
these words: Vill this design sell 
goods?—C, Bveret Johnson. 


Tue clever 
vertiser to 
exemplified at 


set 


Every 








20 PRINTERS’ INK. 


CHAMBERSBURG SARCASM. 

If you have goods to sell, advertise 
them. Hire a man with a lampblack 
kettle and brush to paint your name and 


number on all the railroad fences. 
The cars go whizzing by so fast that 
no one can read them, to be sure, but 


be obliging 
inquisitive 


perhaps the conductor will 
enough to stop the train for 
passengers. 

Have your card on the hotel register 
by all means. Strangers stopping at 
the hotel for the night generally buy a 
cigar before leaving town, and need 
sume inspiring literary food besides. 

If an advertising agent wants to ad- 
vertise your business in a fancy frame 
at the depot, pay him about 200 per 
cent more than it is worth and let 
him put it there. When a man _ has 
three-quarters of a second in which to 
catch a train he invariably stops to 
read depot advertisements, anu your 
card might take his e 









Of course the street thermometer 
dodge is excellent. When a man’s fin- 
gers are freezing, or he is puffing, 
“phewing” at the heat, is the time above 


ill others when he reads a thermometer 
idvertisement. 


Print in the blackest ink a _ great 
2. fgets card on all your wrapping 
paper. Ladies returning home from a 


shopping tour like to be a walking bul- 


letin; and, if the ink rubs off and 
spoils some of their finery, no matter 
Don’t fail to advertise in every circus 


programme. It will help the circus to 
pay their bills, and the visitors can re- 
lieve the tedium of the clown’s jokes by 


looking over your remarks about “ten 
per cent below cost,” etc. 

A boy with a big placard on a pole 
is an interesting object on the street, 
and lends a dignified air to the estab- 
lishment. Hire a®couple. 

Patronizing every agent who shows 
you an advertising tablet and card, direct- 


advertising 
reasonable 
where to 


ory, dictionary, or even an 
Bible, if one is offered at a 
price, shows that you know 
invest your money. 

3ut don’t think of advertising in a 
well-established, legitimate newspaper. 
Not for a moment. Your advertisement 





would be nicely printed and find its 

way into the thrifty households of the 

region.- Chanbovebarg (Pa.) Opinion. 
CANNED S SALMON. 


People ask for aan salmon, and 
they will keep on asking for canned 
salmon until some day an enternrising, 
wide-awake salmon canner wakes up to 
a realization that the only way in which 
he can make salmon canning more 
profitable is to advertise ius name and 
the reliability of the goods he packs. 
If he takes care that they are re- 
liable, and just as stated on the lavels, 
e will realize the truth of all the 
foregoing in its effect on price raising. 
—Pacific Coast Advertising. 


o 
WHERE PRESUMPTION COMES IN 
Advertising is clearly a_ profession, 
requiring talent, labor, time to acquire 
it, large financial investment to suc- 
cessfully conduct it as a business; and 
it is presumption in such as have not 
served long and arduously to claim fit- 
ness.—J, Walter Thompson. 


ADVERTISING. 

considered the 
food. Good 
hard to find. 
Wadsworth, 
brand 
lere is 


SALT 

Salt is universally 
most common article of 
advertisements of salt are 
The Wadsworth Salt Co., 
Ohio, is just now pushing a 
called “‘Granocrystal Salt.’ 
one advertisement used: 

It is the purest salt on 
no dirt, no lime, no foreign 

It is the whitest salt in the 
sure indication of its purity. 

It is the best salt for butter 
because it possesses the 
strength. 

It is free from 
hard nor lumpy. 

It is prepared by the very latest pro 
cesses, from the purest rock crystal to 
be found in the world. 

Granocrystal Salt is 
any other salt in the 


the market, 
substance. 
world, a 


making, 
greatest 
lumps, 


never gets 


not equaled by 
world. 


EMEMBERING. 
Some employers are so parsimonious 
of praise for deserving employees, on 
the principle that praise will induce an 
attack of swelled head, requiring a 
treatment of increased salary, that they 
starve out ambition in their most faith- 
ful 7 a young worker who 


WORTH R 


helpers. To 
has done good service, who has secured 
a beat, collected a bad account or sug- 
gested an idea valuable to his employer, 
a word of appreciation is more ex- 


hilarating than wine. The memory of 
it will outweigh many times the dis- 
couraging things of life, and will spur 


and nourish ambition and good work as 


nothing else can. <ind, appreciative 
word costs nothing to express, but it 
pays large SS in loyalty, devotion 
and _ application. wspaperdom. 


ge 
A SUGGESTED TEST. 

On a day when some particularly attractive 
bargains are offered give a free street car ride 
to and from the store to every purchaser. Ad- 
vertise it in every paper, and in each paper put 
a coupon good for two tickets on the lines 
running to the store. Have the name of the 
paper in which the coupons appear on the 
coupon. ‘Tell customers to bring the coupons 
when they come. Most of them will. Ten 
cents is worth saving. This will give the 
minor city retailer a very reliable record of the 
papers that brought the best returns. No pa- 
per should object to such a test.—C, A. Bates. 
~o 

A MATTER OF INSTINCT. 

An ad brings business to the advertiser by 
creating in the mind of the reader an impression 
favorable to the advertiser and his goods. Just 
how that favorable impression may best be 
created—just what means to employ—just what 
to avoid—how much to say and how much to 
leave unsaid— these are the things which con- 
stitute the art and science of advertising. No 
man knows them all. In fact , advertising, like 
any other art, is largely-a matter of instinct, of 
feeling.—A gricultural A dvertising. 





Classified Advertisements. 


Advertisements wider this head tivo linesor more, 
without display, 25centsa line. Must be 
handed in one week in advance 








WANTS. 
DVERTISE MENTS for the 
va Charleston, 8. 


Wo 


EVENING Post, 








ox’ oe y seat weekly. 


Send samples. 
RRELS, Oregon, Til. 
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DVERTISEMENTS for the paper with largest 
d local circulation in Charleston, S. (.—THE 
EVENING Post. 


W: ANTED—Unceancelled Canadian sts amps and 
printed post cards. JOHNSTON & McFAR- 
LANE, 25-27 Park Row ow Bldg., New York. 


DVERTISING manager wants to make 
4 change for chance to show more ability. 
Good refs. “ CHANGE,” care Printers’ Ink. 
WwW ANTED—To sell at low figure a growing 
farm paper property worth double price 
asked. No better opening in the South for a 
hustler. E,. E. ADAMS, Lebanon, Tenn. 
NI ONEY FOR THE EITORS. 
We want to establish an agency with each 
ditor in the United States. Address, with stamp 
sO. EMPLOYMENT AGENCY, Albertville, Ala. 
( \LASSIFIED advertising man wanted who has 
had experience in the development of want 
dvertisements in large daily newspaper. State 
experience and all particulars fully as to past 
= present, work, salary, etc. Address “ H. R..,” 
», O. Box 1592, P hilade iphia, Pa. 


Ww OULD ae 

firm at $25 per week and show, by the qual- 
ity of my work, that it is economy to employ 
first-class men in adwriting as well as any other 
I desire a permanent position with 
so write me if you are in need of 
Address * EXPERT,” Printers’ Ink. 














2pt position asadwriter with your 








profession 
a good house, 
my services. 
—_ > 
MA IL in@ MACHINES 


TS gt a labele r.°99 pat ,is only $12. RFV 
ALEX. DICK, 43 Ferguson Ave., Buffalo, N. ¥, 











+e 
AND ILLUSTRATIONS. 
} | SENIOR & CO., Wood Engravers. 10Spruce 
e St.,New York. Service good and prompts. 
- «o> mt 
HALF-TONES. 
YERFECT copper half-tor 


s, 1-col., 3a 
10c_ per in. THE YOU NG ISTOWN ARC 
GRAVING CO., Youngetown, Ohic. 


ILLUSTRATORS 








arger, 
EN 


+e 
POSTAL CARDS BOUGHT. 


if *NCANCELLED printed or addressed postal 
cards and stamps bought for cash RR 











MANUFACTURING CO., 614 Park Row Bldg.,N.Y. 
eines 
LETTER BROKERS. 
ETTERS, al! kinds, received from newspaper 


4 advertising, wanted and to let. What have 
you or what do you wish to hire of ust THE 
EN OF LETTERS ASS'N. 595 Broadw: uy, N.Y. 

~~? 


ADVI RTISE MENT KEYS. 


QEND 10 cents and we will send you the sim 
plest, most accurate, most satisfactory meth 
od of keying your ads. Saves its cost a hundred 


times in three months. R. H. RAMSEY ADV. 
CO.,, Box 11, Glenolden, Pa, 
a ~o - 


NEWSPAPFR INFORMATION. 
I *OR latest newspaper information ase the lat- 
est edition of the AMERICAN NEWSPAPER Dt- 


kKeCTORY, issued June 1, 1900. Price, five 
dollars. Sent free on receipt of price. GEO. P, 
ROWELL & CO.,, 10 Spruce St., New York. 


ADVERTISING INSTRUCTION. 


“ys? ~ 

$64.5 of our many ere Areaten. Learn to 
write advertisements. $ lily taught by 
mail. No experiment, Highly me a A prof- 
itable, fascinating busines Facts free. THE 
PAG:.-DAVIS CO., 11 Mec inah Temple, Chicazo. 
> 
DAIL Y P. ‘PE S FOR S 


N Western 


IS the first week’s earnings of one 








SALE. 


Rr ennsylvania| at fair figures if 
bought soon. Gross annual business, actual 
cash receipts, $27,000. Profit, $7,000. Plant in- 
ventory, #20,000, including pe rfec ting press and 
Mercenthalers. About $25,000 necessary. In 
quire, with re fe sto flooncial standing, 
BE. P, HARRI, assau St., New York 
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SUPPLIES 
T —_ pepe. is printed with ink manufacture ‘0 
y the W. D. WILSON PRINTING INK © 
Ltad., , 2 ae St., New York. 
cash buyers. 


Special prices te 


BOOKS. 
A POSTAL CARD will get our wine cookery 
4 book and price list. If you like good things 
to eat and drink send for it. C. F VEZEY, 
with Brotherhood Wine | Co., New Y ae c ity. 


bec 
Ne) ‘DIT TO CASH.” 
Just as valuable as before 
only ¢ ° 
10 cents buys either, 
oHineE ys bot 
CHA AUST 
\ —~ eit Bldg., 











N BATES 
New York. 
~-_— 
ADDR 











ES. 

IVE names. st 000 ladies’ names, 
4 Guaranteed Other lists. Send for prices. 
CENTURY ADDRESS ( ‘O.,8 Campbell Park ,Chi'go 


( YREATE business without expe masiv newspa- 
per advertising. Use Carter’s Classified Ad- 
dresses. Only house in the world furnishing 
names not to be found in directories. 
aremedy for cancer, catarrh, dea 3 
sia, kidney troubles, nervous troubles, rheuma- 
tism, skin disease te. Do you want agents to 
sell your go ds f house to house? We have 
America’s population classified according to af- 
flictions, occupation or condition. Can address 
your envelopes or wrappers. Capacity 100,000 
daily by expert copyists. Prepared to furnish 
any class of names, envelopes or wrappers, plain 
or printed, address the latter and attend to mail 
ing if desired. State specitically what you have 
to sell, how you want to sell ve will reply 
by return mail with pool information that will 
make your business a suc 
gANK R. CARTER, 


> 





1900 list. 





























P88, 
2 2 EAST 42D ST., N 








FOR SALE. 
F% SALE—A leading 16-page Southern farm 


« 


journal located in city of 100,000. Good busi- 
ess. No plant. Fine opening for good man. 
E xcellent location. Will sell cheap or will lease, 
k. ADAMS, Lebanon, Tenn. 


kK VERY issue of PRINTERS’ INK is religiously 
read by many newspaper men and printers, 
as well as by advertisers. 
paper, or to sell a paper, 
to do is toannounce y 
advertisement in Prm INK 
25 cents a line. As a rule, one insertion will do 
a business. Address P RIN’ TERS’ INK, 10 Speuce 
St., New York 
ro" SALE—THE ILLUSTRATED YOUTH AND 
shville, Tenn. The only high grade 
Would 





If you want to buya 
or type or ink, the thin 
ir desire in a classifie 
The cost is but 









_ 











literary magazine published in the South. 
prefer to only sell an interest, if I could be re 
lieved of the business management. I am pro- 
prietor of e ight business colle ~es, and have other 
interest to look after; hence am overworked, 
Great opportunity to get an established maga 
zine. Write J. F. Draughon, vensantegmaiaie nn 
—— +o - 
aDVI ERTISING NOVELTIES. 


tle YCLE wagons ns for merchants, $40; lettered 
to suit. ROADSTER SHOPS, Camden, N. J. 


KF RK the paras » of inv iting announcements 
of Advertising Novelties likely to benefit 

reader as we ll as advertiser, 4 lines will be in 

serted under this head once for one dollar. 


TEWSPAPERS see nee circulation persuader 
i will find ours s of portraits of the Pres 
icential candidates the ‘best and cheapest thing 
that they can get. Cheap enough to be used asa 
Sunday supplement good enough to be sold at 
ten cents each with a coupon. McKinley, Bryan, 
Roosevelt and Stevenson, each 14'4x20%, in’ the 
natural colors of life, from the latest and most 
approved photographs. Price from 1,000 to 10,000 
only $9 per thousand. Discount on large r orders. 
We also have all sizes ofart supplements for Sun 
dey papers and premium pictures for dailies and 
weeklies, produced on the new multi-color litho 
graphic press, the rapid work of which enables 
us to sell them at half the price of anyshing you 
eve “¢ ay ught of a simi! ar size and qu: ulity. 4 MEF 
1 N LM" HOGRAPHIC CO, i Depart- 
me 4 i9th St, and 4th Ave,, New Yo 
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PR EM IT UMS. 


JELIABLE goods are » trade builders. Thon- 
\ sands of suggestive premiums suitable for 
publishers and others from the foremost manu- 
facturing and whole sale deale ~~ in jewelry and 
on lines. 700-p. ill’d 1 price ¢ atalogue 
free. 8. F. MYERS ¢ 0., 48-50-f 52 Mi uiden Lane, N.Y. 











ae “MIUMS—If you are using or going to use 

uitars, mandolins, banjos, violins or any 
goods of a musical nature,send for our catalogue 
and prices. We can give you some valuable sug- 
grestions and save you money. A. 0. & EL © 
flow E, Manufacturers and Jobbers, 94 Bay State 
bldg., Chicago, Ti. 








—- 
IDVERTISING MEDIA 
— EVENING POST, Charleston, 8. C. 


pre EVENING POST, Charleston, 8. C. 

rpuee VENING POST, Charleston, 8. C 

FP HE EVENING POST, Charleston, S. C. 

pre EVENING POST, Charleston, S. C. 

is EVENING POST, Charieston, S. ( 

[WIN TERRITORIES, Muskogee, Indian Ter- 
ritory. 


fey TERRITORIES, Muskogee, Indian Ter 
ritory. 
T= best advertising medium in Charleston, 
8. C., is THE EVENING 


I ARDWARE DEALERS’ MAGAZINE, sam- 
ple copy 10 cents, New York City 


T= EVENING POST, of Charleston, 8. C., 
claims the largest local circulation. 

‘HE official journal eae city advertising of 
Charleston, 8. C., is THE EVENING Post, 
DVERTISERS’ GUIDE, Newmarket, N. J., 

yi line. Cire’n 4,500, ¢ ‘lose 2¢th Sa: nple kee 


» ACK-COVER quarte r page. 30,000 ciren., $16.70 
) 12 times, $180, PATHFINDER, Pathfinder,D.C, 


» EACH the best Southern farmers by planting 
\ youradsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line. 


A NY persen advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year 


6 iss advertising forall the departments of the 
eity of Charleston, 8. C., is done under 
contract exclusively in THE EVENING Post. 


A WEB perfecting press, linotype machines 
and a building of its own is evidence of 
the prosperity of THE EVENING Post, of Charles- 
ton, 8. C. 
» EST advertising medium in the Middle West 
» is TWIN TERRITORIES, Two years estab 
lished. Reaches the homes of the prosperous 
farmers and wealthy cattlemen. 





Ts monthly calendar blotter is a form of ad- 
tion — that — results, and results 
are wh mu are > Send for samples. 
JOHN T. p AL MER, Philade ‘Iphia. 
] PACIFIC COAST FRUIT WORLD, Los Angeles 
Cal. yremost farm home journal, Actu 
5,053 weekly, among wealthy ranche 
vidly; 5c. agate line ;no medicine ad 


E NG POST, Charieston, 8. C., will 
publish want advertisements at one cent a 









average 
growing 















word ” inches display for $15; 100 inches, 
3 300 inches, $60 ; 500 inches, gv0; 1,000 inches for 
$165, Additional ch: arges for position and break- 


ing of column rules. 


\ BOUT seven eighths of the advertising done 
fails to be effective because it 1s } ad in 
papers and at rates that give no more thi an one 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
right papers, your age sing x will pay. Corre- 
spondence solicit tec Address THE GEO. P. 
ROW! ELL ver ER ths ING AGENC Y,10 prune St., 
ew Yor 
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PRINTERS, 
A DVERTISING paper: rs, 4 pag res 6x9 ir 
illustrated matter. ‘«' page ag 
$1.50 per M up. samples, 2c. EDW. 
NER, Atlantic, lowa, 


NEW 


( )NE of the create st op poreiieies in New Eng 
land States—a weekly and Job a prac 
tical monopoly—profit $2,500 a "year ist, be 
sold quick, $3,000, or more, cab pan The 
first newspaper man who sees the property and 
uppreeiates business situations will own it. 
ilies and weeklies in 38 States. Send for my 
special list. Any reliable properties for sale 
*David” knows about them. What do you 
BG seo 
Wanted—by clients—reliable daily and weekly 
ge rties in the E unt > 
F. DAVID. Abington. Mass., Confidential 
I reked an Expert in Newspaper Properties. 
+o >—_——_———_ 


{DVERTISEKMENT CONSTRI CTORS 














APER } BARGAINS. 

















data. W. B. POWELL, care Sun, 





| hag TCHY ads, 3 for $1. Sent on approval. Give 
zs 





A £1 each 00k : $1 a page. CHA A. 
WOOL rol K, 446 W Main St., Enews. Ky 


ED SCARBORO, writer of forceful advertis- 
e) ing. Request estimates. 20 Morton St., Bklyn. 


QNYDER & JOHNSON, advertising writers and 
agents, Womiun’s Temple, Chicago. Write. 


A*. — ‘tive cut makes the small ad stick 

right out from the page. I sell this kind at 
16 cents each. Write me about them. CHARLES 
AU STIN B. ATES, Vanderbilt Bldg., New York. 


*LL do it all, write and design your booklet or 

circular, illustrate it and print, bind and de- 
liver the job complete, equal to any concern in 
the country with a price attached 25 per cent 
below all others. [ll writeyour newspaper 
ads too, $1.50 per month, one ud 7 ver week. Sam 
ples mailed — r write. GRE !'NE THE AD 
MAN, Oil City, P: 


EWELERS AND oP TICIANS—I want to hear 
° from retail jewelers and opticians who can 
*the wisdom of paying a fair price for spe 
cis cially written and attractively illustrated news 
paper adve ments. 
xcellent cuts, with or without text matter. 
Logical, readable text matter, with or with- 
out cuts. 
Exclusive service 
Write for full partic ulars. And please men- 
tion PRINTERS’ IN 
HOL L is COR BIN, 
253 Broadway, New York City. 


YOOKLETS, ADVERTISEMENTS, CIRCULARS. 

» Lam in a position to offer you better service 
in writing, designing and printing advertising 
matter of every description than any other man 
in the business. | make the fashion in typo- 
graphical dis splay I have charge of the me- 
chunical department of Printers’ INK. No other 
naper in the world is so much copied. My facil 
ities are unsurpassed for turning out the com- 
plete job. If you wish to improve the tone and 
appearance of your advertising matter it will 
pay you to consult me. WM. JOHNST« 1N, Man- 
ager Printers’Ink Press, 10 Spruce St., New York. 








33% 














SELL syndicate cuts for retail ads at 16c. each. 
‘l ads and 52 cuts for $18 

I prepare these ads and cuts for every impor 

tant branch of business 
give the merchant the privilege of selecting 
what he pays for. 

I send 200 bright, exiap, business-pulling ads 
ae which to choos 

f he does his own ¢ choosing he is bound to be 
tatisfied 

There are 2,500 satisfied -merchants using my 
service 

I send proofs of 200 cuts of new and attractive 
design. 

The merchant orders from these proofs and 
pays for just what he orders. 

I do not keep these cuts in stock. [ have nota 
lot of old ones on hand that | want to work > 
Every order | receive is turned over to my elec 
trotyper, who makes them up nev 

have not told you all there is ‘to tell about 
this service. 

Write me Fy a postal, 

CHARLES AUSTIN BATES, 
Vanderbilt Building, 
ew York 
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Cut a Piece Out of 
Your Dollar 


and put it away in THE RICHLAND 
SAVINGS BANb. Make it a rule of your 
life not to let every solitary cent of your 
earnings getaway from you every week. 
‘There are young men hereabouts who are 
paid off Saturday nights and are alwars 
penniless on Wednesday or Thursday cf 
che ensuing week. They make more than 
their needs call for, but-can’tcarry money 
around in theit pockets. Somehow it 
“goes.’’ Put a little every week in our 
savings bank and it will ‘‘stay” and ac- 
cumulate. Commercial accounts solicited 











To Provide for the Future : 


is the duty of every young married man. 
A young couple whp start their matri- 
mynial voyage on the sea of happiness 
by resolving rigidly to live within their 
income and fay aside a moiety for the 
future, stand Uttle danger of financial 
shipwreck. You can open ‘a Savings 
Bank account with only $1.00 at 


suse CEMA —PICHLAND SAVINGS BANK, 


FOR A STEADY DIET Commercial and Savings, 




















See that Your Money 


—} is in a good Savings Bank. One in, 
, Or which you have confidence. 

There 1s a sense of security inthe pos- 
session of a Savings Bank Book which 
makes its posseSsor much more able to 
confront the difficulties of life with the 
calm and steady purpose to succeed. 
We pay interest on Savings deposits. 


RICHLAND SAVINGS BANK, 


Commercial and Savings. 


Sie - 


OME SAMPLE SAVINGS BANK ADVERTISEMENTS FROM THE “ BANKERS’ REVIEW”? (DETROIT) 








FOR JULY. 
MUSIC TO WARD. Ihis doctor weighed 210 pounds and stood 
Extracts from street car poetry are popularly but five feet five in his stockings. The laugh 


uoted to some extent. A young lady intro- that followed, would have been music to the 
juced a doctor, named Brown, in this way: ears of Mr. Artemus Ward, of Sapolio fame.— 
“This lean M. D. is Dr, Brown.’ Mail Order Journal, 
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Twenty Insertions Gratis 





An advertisement contracted for to 
appear in PRINTERS’ INK for the year 
1901 will be inserted 


in all the remaining issues of 1goo. 
Address 
PRINTERS’ INK, 
10 Spruce Street, - ° New York. 
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Availing itself of the offer put forth in 
PRINTERS’ INK of July 25th, Zhe Hard- 
ware Dealers’ Magazine of New York City 
secures twenty-one quails, having given an 
order July 27th for two lines’ space to be 
inserted in PRINTERS’ INK as a classified 
advertisement for the year Igol, at a 
cost of $20. 

In consideration of this order, Zhe 
Hardware Dealers’ Magazine becomes 
entitled to free insertions of its advertise- 
ment for the balance of 1g00—twenty- 
one in all. 

Metaphorically speaking, 7he Hard- 
ware Dealers’ Magazine may be said to 
have bagged twenty-one quails at no cost. 

It is the first order and the season is 
now open. 
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PRINTERS’ INK 
A JOURNAL FOR ADVERTISERS. 

te Issued every Wednesday. Ten centsa copy. 
Sub « ription price, five dollars a year, in advance. 
Six dollars a hundred. No back numbers 

t# Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for #30. ora larger number at the same rate. 

a ¢ Publishers d csiring. to subscribe for PRINT- 

k8’ INK for the benefit of advg. patrons may, on 

—- plies ation, obtain special confidential terms. 

te If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subseribed in his name. Eve ~aper is stopped 
at the expiration of the time ease for. 

ADVERTISING RATES : 

Classified advertisements 25 cents a line: 
words to the line; pearl me asare dis evi 50 
a line; 15 lines to the inch. $100 a ps Special 
position twenty five perce nti additiona ay if grant 
ed ; discount, five per cent for cash w ith order. 












OscaR Herzperc, Managing Editor, 
Pater Doucan, Manager of Advertising and 
Subscription Department. 


New YorK Offices: No. 1o SPRUCE ST. 
Li YNDON AGENT, F. W. SEARS, 50-52 Lub- 
GATE HILL, E. C. 


NEW YORK, AUG. 8, 


1900. 


IN ‘the English periodical, called 





The Poster, Mr. C. Hiatt makes 
the following interesting distinc 
tions: 

Poster designers may be divided into 
four classes—-those who achieve art 
and advertisement; those who achieve 
art and not advertisement; those who 
achieve advertisement without art: and 
those who achieve neither onc or the 
other. To the first belong a few, to 
the second none, to the third many, 
and the number of the fourth is legion. 

Every great and commanding move- 
ment in annals of the world is the 
triumph of some enthusiasm. Nothing 


great was achieved without it. 
E merson, 

Every advertisement should breathe 
forth the confidence and enthusiasm 
of the advertiser in the article or serv- 
ice he is presenting to the public. 
How to inculcate this quality into one’s 
one of the myste- 
Half the battle is 
when the advertiser's 
The hard- 
others be 
himself 


ever 





announcements is 
ries of the art. 
fought, however, 
own enthusiasm flows over. 
est thing to do is to make 
lieve something in which one 
has no confidence. 

THe New York Evening Post 
becomes emotional over the people 
who read advertisements from a 
sympathetic interest, lacking the 
money to purchase the articles ad- 
vertised, and consoling themselves 
by thinking of all they would buy 
if they had the money. It says 
that business announcements thus 
do a great deal of in the 
world, whereof the advertisers 





gor rd 


themselves never dream. 
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THE Charleston (W. 


Va.) Gazette 
thinks that Gov. Roosevelt could give 
the following testimonial : 

Constant 
notoriety. 
ink.—T. 


advertising is 
hat 


Re oseve 


the road to 
am I owe to printer’s 








PRINTERS’ INK offers a sterling sil- 
ver bowl, suitably inscribed, to 
the weekly giving advertisers the best 
in proportion to the price 
charged. The prize will be awarded 
after giving due consideration to every 
claim put forward. Every weekly that 
believes itself eligible in this conne 
tion is invited to set forth the facts in 
a letter to the editor of PRINTERS’ 
INK. It the present intention to 
print all such letters having the shadow 
of an excuse for their existence in the 


sugar 


Serv ice 


is 





columns of PRINTERS’ INK. 

THe Century Company _ pub- 
lishes a book by Mr. Theo. L. De 
Vinne, which he calls “The Prac- 
tice of Typography : A Treatise 
on the Processes of Typemaking, 
the Point System, the Names, 
Sizes and Prices of Plain Printing 
Types.” It appears to be an 
effort, and a notably successful 
one, to present to the layman 


reader the interesting facts con- 
nected with the subject. The ad- 
vertiser who studies it will not re 


gret having devoted time to the 
subject; and he may, besides, be 
the recipient of some _ valuable 
suggestions. 

In the July Century Pears’ 
Soap prints two letters. This 
one is written by a Yokohama 
lady: 

I do not think that Pears’ Soap is 
in need of any further advertising. I 


have traveled in every part of the globe, 
and it seems to me I have seen its 
vertisements and heard of it in 
smallest places. In my own family I 
lave used it for eleven’ years, l 
never want any soap to take its place 

And the one that follows 
reader in the American 
lis: 


You may 


by a 
metropo 


to know that 
the advertise 


be interested 
although I have seen 
ments of Pears’ Soap for a long time, | 
had never used it until I saw the Jan 
uary Century advertisement, which in 
fluenced me to try it. Since that time 

have come to believe that Pears’ is 
altogether the most satisfactory 
in existence 

The letters point 
moral—the necessity 
everlastingly at it” 


soap 
their own 


of “keeping 
in advertising. 
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THE “special agents” do not ap- 
pear to be playing as great a part 
in the world of advertising as they 


did some years ago. One hears 
and sees less of them. It has been 
predicted, with how much pre- 
vision we would not care to ex- 
press our opinion, that the present 
tendency of advertisers fav ad- 
vertising agents to deal direct 
with newspapers will constantly 
grow, and that, as it does so, the 
necessity for the “special” will 
disappear more and more. It 
seems, however, that newspapers 


will always find it desirable to have 


some one on the scene to present 
their claims as advertising media, 
if not to solicit business. But 


even this apparent indispensability 
may be obviated by putting forth 
the claims in question in the ad- 
vertising pages of publications like 
Printers’ INK and its “babies,” 
read by advertisers with a close- 
ness which only the book of books 
ecured in earlier days. 


Mr. 


Point, 





Epwarp S. Lis, of West 
is said to hems cisenmael 
the era of successful dime novels 
by the publication of one called 
“Seth Jones.” In a recent inter- 
view, Mr. Ellis explained how 
“Seth Jones” was advertised: 
All of a sudden all over the c¢ 
there broke out a rush of posters, « 
and painted inscriptions demand- 
ng to know “Who is Seth Jon 
Everywhere you went this query met 
uu. It glared at ~~, in staring letters 
n the sidewalks. came fluttering 
n to you on little y F meme thrust by 
the handful into the Broadway stages, 
hich ran in those the 
untry, the trees, the rocks the 
ides and roofs of barns mored 
ith stentorian demands who 
Seth Jones was. It got to be a catch 
word, and a joke of the day. The 
theaters and the traveling shows took 
it up and billed announcements that 
the identity of the mysterious Seth 
would revealed to all the 


favored 
who attended their entertainments. 
It got to be like 


the absurd “as tu vu 
Lambert which was so one of 
the popular 


intry 
dodg 


ers 





he 
ones 


fooleries of And 
just when it had begun to be a weariness 
id one of the burdens of life, when 
the reaction set in and people began to 
i “Damn Seth Jones,” then it was 
that a new rush of decorations broke 
out all over the country. This was 
in thé form of big and little posters 
hearing a lithographic portrait of a 
talwart, heroic-looking hunter of the 
Fenimore Cooper type, coon-skin cap, 
rifle and all And above or below this 
imposing figure, in large type, were 
the words; “I am Seth Jones.” 
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THE announcements of the 
Asheville College in the magazines 
are well calculated to make a nor- 
mal girl long for a course at that 
institution. 


A CORRESPONDENT writes that 
the most advertised thing in the 
advertising world to-day is adver 
tising itself. In every mail the 
business man receives arguments 
and statements as to the value of 
using space in newspapers, cir 
culars and posters; every day ad 
vertising solicitors set before him 
the with which money has 
been made, or may be made, by 
appealing to the public through 
their respective media. This 
“hammering away” has had its 
effect in making the claims of 
advertising universally acknowl 
edged. 


ease 





In Success 
Wanamaker 


Mr. 
The 


for August 


is interv-ewed. 


following extracts are interesting 
as indicating his views on the 
small and the large store: 

When I asked him whether the small 
tradesman has any “show” to-day 
against the great department stores, he 
sale . 

‘All of the great stores were small 
at one time. Small stores will keep on 
developing into big ones. You wouldn't 
expect a an to put an iron’ band 
around his ‘i siness in order to pre 
vent expansion, would you? “here 
are, according to statistics, a greater 
number of prosperous small stores in 
the city than ever before. What better 


proof do you want? 


The department store is a natural 


product, evolved from conditions that 
exist as a result of fixed trade laws. 
Executive capacity, combined with com 


mand of capital, finds opportunity in 
these conditions, which are harmonious 
with the irresistible determination of 
the producer to meet the consumer 
directly, and of merchandise to find dis 
tribution along the lines of least re 
sistance. Reduced prices stimulate 
nsumption and increase employment, 
and it is sound opinion that the in 
creased employment created by the de 
partment stores goes to women without 
curtailing that of men In general it 
may be stated that large retail stores 
have shortened the hours of labor, 
and by systematic discipline have made 
it lighter. The small store is harder 
upon the salesperson and clerk The 
effects upon the character and capacity 
of the employees are good. well 
ordered, modern retail store is a means 
of educ ation in spelling, English lan 
guage, system and method. Thus it 
Sosa to the ambitious and serious 
employees, in a small way, a university, 


in which character is broadened by in 
telligent instruction practically applied.” 








te 
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A GOOD WORD. 


Office of “Tue Datty Iowa Capirtat.” 
Des Moines, lowa, July 26, 1900. 
Editor of Printers’ Ink: 

| do not want to be all the time 
finding fault with Printers’ INK in re- 
gard to the Capital. Speaking of the 
Directory ratings you say in your issue 
of July 25th, in almost the exact lan- 
guage that you have used heretofore, 
‘There can be no doubt as tothe Leader 
and the News. Their figures are given 
in detail and no one impugns their cor- 
rectness.””. Why do you not include the 
Capital? We have furnished complete 
statements every year and for your 
quarterly _ publications. This is your 
second offense. Our circulation for 
every month of this year has been run- 
ning either 12,000 or 13,000. Our cir- 
culation is not disputed by any intelli- 
gent person in this city or State. 

You misquote the subscription price 
of the papers The Capital is $3.00 
per year by mail and ten cents a week 
in the city. The News is $3.00 per 
year in the city and $1.00 per year by 
mail, Your statement would indicate 
that the Capital and the News had the 
same subscription price. The Capital 
is a high-grade newspaper, ambitious to 
build up a circulation on the merits of 
the paper instead of a low price. We 
publish a larger amount of city adver- 
tising than any other daily paper here. 

ask is that Printers’ INK _ 
Rowell’s Directory shall treat the Cap- 
ital fairly and not cast a doubt on our 
circulation statements. You have 
nothing but the word of the other pub- 
lishers sworn to, and why is not mine 
as good as theirs? 

Yours respectfully, 

L. Youna, Editor. 


The Daily Iowa Capital should 
certainly have been included in 
that sentence wherein the Leader 
and News are mentioned as Des 
Moines newspapers regarding the 
correctness of whose circulation 
statements there can be no doubt. 
A little lower in the same article 
it is stated that the “Capital has 
made a creditable showing for 
several years past,” and it is be- 


lieved that no reader of the Little - 


Schoolmaster will take it that there 
was any intention to impugn that 
newspaper’s circulation __ state- 
ments. So far as Printers’ INK 
knows, the word of the Capital 
people is as good as any other 
word on Ged's footstool—|[ Epiror 
PRINTERS’ INK. 
eo - 

Tue Caxton Caveat, a monthly 
publication issued at 334 Dearborn 
street, Chicago, anddevoted to ad- 
vertising from the publisher’s 
standpoint, contains a large num- 
ber of advertisements of news- 
papers for sale. 


PRINTERS’ INK 


FROM THE POSTOFFICE 
DEPARTMENT. 


According to a ruling of the 
postmaster-general, the proper de- 
partment of the postoffice admin- 
istration has to give publishers 
information about the weight of 
papers that go through the mail. 
The Cleveland [Vorld was refused 
a statement of the weight of each 
of the daily papers of Cleveland, 
that were forwarded by mail dur- 
ing 1899. The head of the branch 
of the service claimed that such 
statement would lead to protests 
of publishers, although it is diffi- 
cult to undersand why there should 
be objection to the publication of 
the simple facts relative to post- 
age paid by any publication. The 
matter was carried to the post- 
master-general and a ruling in 
favor of giving out such state 
ments was obtained. The ruling 
of the postmaster-general is of 
great moment to mail-order adver- 
tisers. It will enable them to 
find out the actual circulation of 
many a publication that circulates 
through the mails only. Of course, 
the authorities in Washington will 
not furnish information to every- 
body, but advertisers applying to 
their congressmen to procure such 
statistics will easily secure such. 
In fact, one advertiser in Indiana 
has recently done so and_ has 
learned that a New York monthly 
claiming a circulation of 350,000 
and charging $1.50 per line, had 
never sent out more than eleven 
thousand copies by mail.—Mail 
Order Journal, Chicago. 





THE ME RCHA. ANT’S TALK. 

A bright business man had an unused 
room, and he fitted it with chairs and 
made it comfortable. Here he had a 
good talker who told about the best 
things in stock and told about popular 
goods and why they were popular. His 
novel business lectures were approved 
by the people, and his “talker” usually 
had a crowded room. In the course of 
an afternoon talk, the ladies were able 
to find out all about the goods of the 
season. This man’s trade grew to such 
an extent that he couldn’t spare the 
room any more for the “lecturer,” so he 
had the matter reduced to writing each 
day, and published it in the daily paper. 
It gave him a larger audience and the 
interest was  increased.—Advertising 
World. 

——- toe —_— 

ADVERTISING primarily consists in letting a 
lot of people know you are in existence and 
what excuse you have for it.—Bates 
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CIRCULATION AND OTHER PUZZLES. 


Some questions that tend to make the editor of the 
American Newspaper Directory prematurely gray. 














THE CASE OF THE 
*JEWE L ERS’ REVIEW.” 


The two letters printed below 
will serve as an introduction to an 
interesting case: 

Office of “THe Jewerers’ Review.” 

New York, July 14, 1900. 
Geo. P. Rowell & Co.: 


GENTLEMEN—In PRINTERS’ INK, 
issue of March 14, 1900, appeared the 
following: “In the June, 1900, issue 


of the American Newspaper noe v0 
Jewelers’ Review, of New York City, 
will be rated as having had an average 
circulation during 1899. of 7,588 copies 
per issue. The Keview's report came a 
day too late for the March Directory, 
and the Review management has been 
worrying about it ever since.” 

Under date of February 9, 1900, we 
made out a “statement of circulation,” 
and to be sure that we complied with 
each and every requirement of the 
American Newspaper Directory we de- 
livered this statement of circulation in 
person to the editor of the American 
Newspaper Directory on February 10, 
1900. At that time the Directory 
editor stated that every requirement of 
the Directory had been adhered to, and 
assured our representative that we 
would receive a circulation rating in the 
June, 1900, Directory in Arabic figures. 
On page 714 of the American News- 
paper Directory for June, 1900, the 
Jewelers Revie w was rated thus: “In 
1899 F (!!). F we find, under your 
letter ratings, to signify ‘Exceeding 
7,500.” (!!) we find means “The gen- 
eral advertiser ought to make himself 
well acquainted with the merits of this 
publication before contracting with it 
for advertising space. 

On June 27, our representative called 
upon Mr. P. M. Ayvad personally, who 
we are told is the editor of the Amer- 
ican Newspaper Directory, and asked 
for an explanation, which it was not 
possible to obtain. We should like to 
have you kindly furnish us with an 
explanation and should be pleased to re- 
ceive this before August 1. 

Yours very truly, 

HE JEWELERS’ Review. 
Per Thomas Jacab. 


New York, July 18, 1900 

Publishers of ‘Jewelers’ Review,” 170 

Broadway, New York 

Answering your letter of July 14, the 
reason why the double’ exclamation 
marks were made to follow the cir 
culation rating accorded to your paper 
in the June issue of the American News 
paper Directory is to be found in the 
notorious irregularities discovered to 


exist in the issue and in the reports of 
the issue of the Jewelers’ Review for 
several years preceding the present year. 

We are, your obedient servants, 

Geo. P. Rowett & Co 
Publishers of the American News- 
paper Directory. 

PriINTeRS’ INK, attempting to 
revise this case, took every note 
of the paragraph on the inside of 
the first cover of the Directory 
which is supposed to guide the 
Directory editor and which reads: 

Every publication, from which a 
signed and dated yearly circulation re- 
port was received, showing the average 
issue to have been at least 1,000 copies, 
has a circulation rating in Arabic fig- 
ures. These figures represent the num- 
ber of copies printed, if not otherwise 
specified in this book. 

To Printers’ INK it appeared 
that the Directory editor had ig- 
nored his own rule in the case of 
the Jewelers’ Review. To this 
decision the Directory man was 
induced to accede. In his issue 
for September he will accord the 
Jewelers’ Review the actual fig- 
ures of circulation claimed, viz 
7.588 copies, and will continue the 
two exclamation points which in- 
dicate that: 

The general advertiser ought to make 
himself well acquainted with the merits 
of this publication before contracting 
with it for advertising space. 

The need of these cautionary 
points for the “yeneral’ adver- 
tiser is found in the wide varia- 
tion of the issues of the paper dur- 
ing 1899, ranging from 10,248 
copies in February to 1,997 copies 
in December, while the average is- 
sue for 1808 was believed to be 
less than 1,000 copies, and to the 
fact that the publication in pre- 
vious years had sometimes ceased 
publication for considerable peri- 
ods and had generally been open 
to the suspicion that a wide varia- 
tion existed between its actual 
output and the impression concern 
ing it conveyed in communica- 
tions emanating from the office. 

The discussion of the case led 
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to the adoption by the Directory 
of the following rule: 

In a case like that of the Jewelers’ 
Review discussed to-day, referring to 
the circulation report from that paper 
published February 9, 1900, the usage 
would be to give the paper the circula- 
tion rating in Arabic figures 7,588, fol- 
lowing the Arabic figures by the two 
interjection marks. In all such cases, 
in transferring this paper to Part II. the 
figures should be omitted and be re- 
placed by the double interjection marks. 


<> -— 


COPIES Si SOL D VS. COPIES 
PRINTED. ~ 


Office of the 
‘Newark Eventne News,” 
Newark, N , July 27, 1900. 
Publishers of Printers’ Ink : 

In glancing over the columns of the last 
issue, on page 50 I notice a review of the 
prominent newspapers of “New Jersey, and in 
reading that part of it which concerns the 
newspapers of this city I perceive that the 
Evening News is thoroughly damned with 
faint praise, while the Daily Advertiser is 
accorded commendation and a position which 
it in no way deserves, 

You say that “‘the Evening News appears 
to be first in order,” etc., and that “it has an 
every-day issue of over 40,000 copies, 
twice that of any other daily in the Stat 
You must know perfectly well that there is no 
diily paper in this State that has one-third the 
circulation of the Mews, which is now 42,000 
copies per day, subject to the verification or 
the inspection of any man at any time. 

fith reference to the Daily Advertiser 
you are more categorical and still further from 
the truth. You state with wonderful percep- 
tion and accuracy that the circulation of the 
daily is 21,015, when I know perfectly well, 
and you ought to know, that the sold daily 
issue of the Advertiser does not exceed 7 
copies. You say further that the Advertiser 
was for many years the leading daily of the 
State, and I beg to assure you that it is ten 
years since the Daily Advertiser had any 
reasonable pretensions to such a position, and 
that now, at the present time, its circulation is 
not one- half that of the Jersey City Journal, 
nor its influence equal by any means to that of 
the latter paper. 

The evident partiality and friendliness that 
you show to the A dvertiser certainly seems tc 
demand some explanation at your hands. In 
any other business we should be utterly indif- 
ferent as to how our competitors were quoted, 
but in the newspaper business it is of vital im- 
portance that truth should prevail in the mat- 
ter of circulation. If, owing to your com- 
mendation in this article, an advertiser pro- 
poses to try Newark through the Daily A d- 

vertiser and discovers no adequate return in 
proportion to the circulation quoted, he is apt 
to withdraw his business entirely from this 
town, and thereby we may become possible 
losers 

You, sir, have known us for years, and if 
you know anything at all of the newspaper 
business (which, of aay you do) you must 
be assured that the Vezws is conducted on the 
highe st plane of ne wspaper ethics, and we are 
disappointed and annoyed at the position your 
publication has taken in the matter. 

. * * * 






























ed 7,500 








Yours very truly, W. H. Howe tts. 
All that is said above concerning 


the Newark News is true. The ref 





erence to the Jersey City Journal is 
not more complimentary than that 
paper deserves, for it has long been 
known as one of the squarest, cleanest 
and most businesslike publications of 
New Jersey, or of the United States. 
The reference to the Newark Adve 
tiser has a loophole in it with which 
the editor of the Directory confesses 
himself as hardly able to deal. It is 
not charged that the Advertiser did 
not print an average issue of 21,015 
copies daily throughout the year 1899, 
but that the “sold daily issue of the 
Advertiser does not (now) exceed 
7,500 copies.” The Directory editor 
has thus far in his experience found it 
advisable to limit his efforts to a re 
port of the number of complete per 
fect copies printed, deeming that the 
circulation, and regarding the disposi 
tion of the copies as having a bearing 
only upon the guadity or character of 
the circulation. On this point the 
Directory editor is prepared to revise 
his decision whenever he can be made 
to see that it is not what it ought 
to be. 


JEWISH NE WSPAPERS. 


Office “a 
“THe Jewtsn Dartrty News.’ 
New York, July 9, 1900. 


‘Printers’ Ink” and American 
wspaper Directory 

Dear Strs—We have the proof-sheets 
of your Directory showing us how you 
intend to classify us in your next issue. 
Immediately above we find the Jewish 
Abend-Post with a rating “C,’’ which 
gives them a circulation exceeding 20, 
900, and immediately below us, we 
find the wish Herald, which is given 
an actual average of 31,706. 

Now we want to know what earthly 
good it does us to give you a bona fide 
statement and throw our books open 
for investigation at any time if we 
cannot have protection from _ fakirs 
You will remember that when we chal 








lenged Ripans Chemical Co. to inves 
tigate our circulation, you thought it 
was a “bluff,” and sent one of your 


men to “call” it; the result was that 
your man reported to you that he had 
been permitted to make as thorough an 
investigation as he liked, and found 
that our figures, as given, were abso 
lutely correct. 

You are rating our paper 32,904; 
very good. But what is this rating to 
us if you don’t investigate the circula 
tion of the other two papers that we 
have mentioned here? We might raise 
our circulation figures honestly, be 
cause we are nearer 40,000 than we are 
32,000, But if our advertisers will be 
lieve our figures as given in the book 
we will be satisfied for the present. 

Ve are waiting for another oppor- 
tunity for an investigation and then 
laim 36,000. But all this amounts to 
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nothing, if the Jewish Abend-Post and 
Jewish Herald, which combined have 
not a circulation of 25,000, can come in 
and show a circulation of 51,000. Have 
you investigated their figures? Yours 
is the most reliable newspaper direct 
ory in the world; even state depart- 
ments rely upon your figures. Are you 
willing that your Directory should be- 
come a vehicle for misinformation? 


We challenge the figures of these 
two papers and back our challenge 
with cash. We can show from state- 


ments of hundreds of newsdealers in 
this city that they have not one-half of 


our city circulation, nor one-tenth of 
sur country circulation. 
We denounce the figutes of these 


two papers as fraudulent, and we de- 


mand in justice to ourselves and in 
justice to those who rely upon your 
Directory that you shall cause an im- 
mediate investigation without previous 
notice to the publishers of these two 
papers. We wish only to warn your 
man against indicators that count two 
instead of one; then your man _ being 
fully prepared for this trick, we are 
willing to abide by the result of his in- 


vestigation. Otherwise, we shall have 


to be skeptical of the value of your 
Directory. Very truly yours, 
Sarasoun & Son. 


The editor of the Jewtsh Daily 
Vews is right. He furnishes a 
circulation statement to the Di- 
rectory in the form satisfactory to 
the editor of the said Directory. 
When the Directory editor finds it 
difficult to believe that the Jewish 
Daily News actually does print so 
many copies as are set down in 
the circulation statement the man 
agers of the Jewish Daily News 
without a moment's hesitation 
place at the command of the edit 
or of the Directory every needed 
facility to learn whether the cir- 
culation statement is true or false. 
Proceeding to make the exami- 
nation the Directoryeditor, through 
his representative, finds that the 
lewish Daily News has every fa- 
cility for producing many 
papers as they claim to issue, and 
that they do in fact issue and sell 
as many as they claim. This 
being as stated, the editor of the 
Directory, on the representations 
made in the above letter, has ad- 
dressed the following communi- 
cations to the papers concerned : 





as 


New York, July 16, 1900. 
Publisher — of “Jewish Abend-Post,” 
New York 
Dear Str—We have on file at this 


office a circulation statement from you 


covering eleven months of the year 
1899, and showing the actual daily 
average of sh Abend-Post to 
have been that period. 

Ve are anxious that the 





accuracy of the circulation rating given 


your paper in the larch and June 
Directory for 1900 shall be established 
beyond question. In order that it may 


be so, we will cause the correctness of 
the circulation statement you have fur 
nished to be verified by a_ special ex 
amination, provided you willplaceatour 
disposal the necessary facilities. The 
verification, if one is permitted, will be 
conducted without cost to yourselves. 


If this proposal is acceptable to you, 


we will send a representative for that 
purpose at an early day. 
Trusting you will favor us, we are, 


Your obedient servants, 
ue AMERICAN NEWSPAPER DIRECTORY 
By . M. Ayvad. 


New York, July 16, 1900. 
Publisher of “Jewish Herald,” 132 

Canal street, New York 

Dear Str—-We have on file at 
office two circulation statements from 
you covering the years 1898 and 1899, 
and showing the actual daily average of 
the Jewish Herald for these years to 
have been 27,687 and 31,706 respectively. 

Ve are particularly anxious that the 
accuracy of the circulation rating given 
your paper in the 1899 and 1900 issues 
of the Directory shall be established 
beyond question. In order that it may 
be so we will cause the correctness of 
the circulation statement you have fur 
nished to be verified by a special ex 
amination, provided you will place at 
our disposal the necessary facilities. 
The verification, if one is permitted, 
will be conducted without cost to your 
selves. 

If this proposal 
we will send a representative 
purpose at an early day. 

Trusting you will favor us, we are, 

Your obedient servants, 


this 


is acceptable to 
for 


you 
that 


Tue AMERICAN NEWSPAPER DIRECTORY. 
By P. M. aAyvad. 
According to the rules of the 


Directory there will be attached 
the marks #4##to the ratings of 
the Jewish Abendpost and Jewish 
Herald in the next edition of the 
Directory unless the publishers of 
these papers before the next 
edition of the Directory goes to 
press express their willingness to 
allow a verification of their cir 
culation figures. The signs ##+# 
above referred to, when applied 
to a circulation rating in the Amer 


ican Newspaper Directory, in 
dicate that 

The editor of the American News- 
paper Directory has offered to verify 


the correctness of a circulation state 
ment furnished by this paper, pro 
vided the publisher of the paper would 
agree to place the necessary facilities 
at his disposal. It was stipulated that 
the verification should be without 
to the publisher of the paper, but to 
this offer the publisher’s response was 


cost 


not such as to entirely remove the 
impression of doubt that has been cast 
on the accuracy of the statement fur- 
nished. 
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THE ACTUAL OUTPUT 
UNDISCOVERED. 


Office of “ THe EventnG Post.” 
CHARLEsTON, S, C., July 26, 1g00. 
The Editor American Newspaper Directory: 
Failing to comply with your regulations, we 
would have no cause for complaint if you 
ignored the existence of the Evening Post, 
or made no estimate of its circulation and 
standing, but your liberty in making such an 
estimate, we feel, justifies us in calling to your 
attention certain facts, which of themselves 
show that you do us injustice in your estimate. 
You state in the issue of Printers’ Ink, July 
25th, that there are only two papers in South 
Carolina which “‘ get credit for actual average 
issues of more than two thousand copies.”” The 
Evening Post is not one of them. Yet in the 
same issue of PrinTERs’ INxK are the following 
advertisements, the accuracy of which we do 
not suppose any one can doubt: 
‘Q° HE advertising for all the departments of the 
city of Charleston, 8. C., is done under con- 
tract exclusively in THE EVENID : 





A WEB perfecting press, linotype machines 
£ and a building of its own is evidence of the 
prosperity of THE EVENING Post, of Charleston, 
8. C. 


As a newspaper expert, you know that it is 
folly to suppose that in a city the size of Charles- 
ton the advertising for all the departments of 
the city would be done in a daily newspaper 
of less than 2,000 circulation, As a newspaper 
expert, you appreciate the greater absurdity of 
a daily newspaper of less than 2,000 circulation 
operating a perfecting press, printing 10,000 
papers an hour, and a battery of linotype ma- 
chines. Messrs. Hoe & Co. can inform you as 
to speed of press. 

As to the class of reportorial work done by 
the Evening Post, we would submit the fol- 
lowing complimentary letter from members of 
the National Educational Association (mem- 
bership about 15,000) which recently met in 
our city: 

CHARLESTON, 8.C., July 13, 1900. 

Editor EVENING PosT—Sir: We, the under- 
signed active members of the National Educa- 
tional Association, desire to express our very 
great appreciation of the accuracy and fidelity 
of the reportorial staff of your paper relative to 
the reports of our association. They have been 
by far the best reports that the association has 
ever known. Wehave been very charmed witb 
the magnificent management of the Charleston 
press, and in this hasty and crude manner we de 
sire to express, individually and collectively, our 
thanks for the services that you have rendered 
us and our association. 

Very respectfully, 

Frank A. Fitzpatrick, Boston, 
Gertrude Edmond, Massachusetts, 
A. 8. Downing, New York, 

FE. O. Lyte, Pennsylvania, 

J. A. Greene, New York, — 
George J. Ramsay, Virginia, 
kt. D. Fulton, Mississippi, 

N. M. Butler, New York, 

J.H Phillips, Alabama, 

O. H. Cooper, Texas, 

L. C. Greenlee, Colorado. 

Now, as a newspaper expert, we submit 
these things for your consideration and ask: Is 
it just to estimate our circulation at all if it is 
estimated at less than 2,000, or vice versa ? 

Our reasons for not furnishing you with a 
detailed report are not numerous, but we think 
them sufficient. At any rate, they do not enter 
into or affect the position taken by us. 

Respectfully, F. H. McMaster. 

The description of the Post in the 
June issue of the Directory is as fol 

lows : 

EVENING POST; every evening ex- 


cept Sunday; democratic; eight pages 15x22; 
subscription $5; established 18%; T. R. War- 


ing, editor; The Evening Post Publishing 
Co., publishers; F. H. McMaster, manager. 
Circulation: In 1896, “zu. In 1897, I Z. 
In 1898, zI, In 1899, ZI, 

The Z ratings for 1897-—8-9 indicate 
an unwillingness on the part of the 
publisher to allow the actual facts to 
be known about the number of copies 
he prints, and a possible desire to 
convey an impression that he prints 
more than he does. The above letter, 
taken in connection with reports pre 
viously received, seems to entitle the 
paper to the double interrogation 
marks (??) attached to its rating, 
which are explained as follows: 

(??) This sign is mainly applied in cases 
where a publisher expresses himself as dissat- 
isfied with the rating accorded, but unwilling 
to convey information that will warrant a 
higher rating. A complimentary copy of the 
American Newspaper Directory will be pre- 
sented to the first person who will prove that 
this publication is entitled to a higher circula- 
tion rating than is here accorded. 

The editor of the Directory thinks, 
considering the great care exercised 
by Mr. McMaster, the manager, to re- 
frain from conveying any actual in- 
formation about his issue, that it is, in 
fact, smaller than anybody would be 
led to believe who looked only to the 
facilities possessed and the importance 
of the city where published. It is 
wonderful with what small issues some 
excellent papers do get along. 
GRACEFUL RECOGNITION OF 

ASSISTANCE. 

As the season for county fairs ap- 
proaches, the newspapers will be called 
upon to contribute space galore in 
booming these exhibitions, in return for 
which they will receive a few tickets of 
admission and, perhaps, a meager share 
of advertising. If due recognition of 
contributed publicity were to be ac- 
corded the newspapers, it could well 
take the form of a liberal supply of 
the tickets distributed last year by a 
certain fair associatign, which bore 
this acknowledgment along with an ex- 
tension of privileges: : 

“This ticket probably has been paid 
for ten times over by the paper to which 
it is issued. It will be honored in the 
hands of any man, woman, or child 
white, black, red or yellow—who favors 
the association by presenting it. It is 
good for entrance and grand-stand, and 
the bearer, if driving, will be entitled 
to pass a team free. The association 
recognizes the fact ‘that its splendid 
success is owing largely, if not wholly, 
to the notices so freely given by the 
press, and, while we cannot render an 
equivalent in cash, we return our grate- 
ful thanks.”—Newspaperdom, 





People are not going to injure their 
eyes reading ads set in “diamond” type 
nor carry a magnifying glass to read 
them.—Mail Order Journal. 
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THE PERCENTAGE OF AD- 
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In the Annals of the American 


Academy (Philadelphia) for July 
appears an article by Delos F. 


Wilcox on the American News- 
paper, which devotes itself to the 
classes of matter that appear in 
our dailies. Much is given space 
of no particular interest to readers 
of Printers’ INK, but the table 
herewith appears worthy of pres- 
ervation. It gives, first, the per- 
centage of space the advertise- 
ments occupy in the dailies in each 
news center, and then indicates 
the size of the divis:ons of adver- 
tisements into which this percent- 
age is divided. 


INDEC ENT. ADVERTISING PRO- 
HIBITED. 

A Snyder (N. S. W.) correspondent 
notes that the Victorian Legislature 
passed the “Indecent Advertisements 
Act,”” otherwise named “The Crimes 
Act, 1900,”” in February. Its pro- 
visions are far-reaching and the penalties 
heavy. It behooves firms in the United 
States who put up patent and proprie- 
tary medicines and pills to note that 
no picture, advertisement or any printed 
or written matter in the nature of an 
advertisement * © * which refers 
or relates to certain diseases will be al- 
lowed as a label or wrapper advertise- 
ment. Any pharmacist selling a bottle 
of stuff or box of pills with a label or 
wrapper bearing any of the prohibited 
words is liable to a fine of $50 for the 
first offense and $250 for a second 
offense. The pharmacists wish this in- 
formation made known in  Aimerica. 
Similar acts are in force in New Zea- 


land and South dAustralia.—Carton 
Caveat. 
— ote - 
CONDENSATION MORE DIFFI- 
CULT 


Although all writers do not possess 
the faculty of condensation, yet all 
recognize the ease with which a story 
is spun out in contrast with the time 
required to “write down” an article. 

It is related of Dr. John Wood, who 
wielded a ready pencil for the New York 
Sun more than a score of years ago, 
that when asked by the editor-in-chief 
how long it would take him to furnish 
an article on a certain subject, he re- 
plied: 

“Give me a column and a half and I 
can do it in an hour and a half.’ 

“But we can’t give you so much 
space,” said the editor-in-chief, testily; 
“make it half a column.” 

“In that case,” replied Dr. Wood, 
“T shall require two hours and a half.” 
—Newspaperdom. 


> — 
A DIFFICULTY. 

The trouble with the magazine prop- 
osition, as a whole, is that circulation 
statements can very rarely be relied up- 
on. Instead of coming right out with 
a clear statement of circulation and the 
proof thereof, most magazine publishers 
seem to devote a great deal of energy to 
ingenious methods of causing the ad- 
vertiser to believe that he is given more 
publicity than he really gets.—Secrets 
of the Mail Order Trade. 
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BUSH VERSE. 
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The Mfg. Company, w 
York, advertise in Europe a “One Night 
Corn Cure.”” Recently a Dundee cor- 
respondent who had been cured sent 
them the following verses with the 
suggestion that they be used in ad 
vertisements : 

I suffered lang wi’ corny feet, 

Could hardly walk along the street, 
Truth I declare; 

My weicht upon ilk tortorin’ corn 

Aft made me wish I'd ne’er been born, 
They were sae sair. 

But ae fine day I chanced to stop 

At window o’ a drugest’ s shop; 


These words sublime 


I read for a’ I had endured 
My corns for certain could be cured 
In ae nicht’s time. 
I dandered in an’ boucht a box, 
Believe me, frien’s, this is nae hox, 
scorn to lee. 
A’ ye who suffer like mysel, 
Tak’ my advice an’ gie't a trial; 
An’ glad ye'll be. 
Tue Roper Baro. 
<o- 
TRADE-MARKS IN ECUADOR. 


A new trade-mark law has been pro- 
mulgated in Ecuador. Previously there 
had been no special law in this re- 
public relating to this subject. The law 
contains the provisions usual in other 
republics of South America, which are 
that applicants must present a petition 
descriptive of the mark and state the 
class of goods to which it is intended 
to be applied. If resident abroad, they 


must send a power of attorney to some 
agent in the country, duly attested by 
a notary public and legalized by an 
Ecuadorian consul. iree copies of 
the mark must he sent. The petition 
will be published in the Registro Official 
of E on idor. Fees of 25 sucres 
($10.90), besides certain stamps, must 
be paid. No term mentioned over 
which protection given, and it may 
be assumed that the right to the use 
of a trade-mark in Ecuador exists for 
as long as the owner continues in 
business.—Bicycling World. 
+. 
OF WHITE SPACE. 
White space, properly handled in 
proper quantities, is a mighty good 
thing. It is one of the most powerful 
methods of display that can be em- 
ployed. But it can be aie abused. 
It can he easily made worse than use- 
less.—New England Grocer. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line 
each time. By the year $26aline. No display 
other than 2-line initial letter. Must be handed 
in one week in adrance. 


CONNECTICUT. 


d Me DAY, New London, 
daily rage. It fill 
no rival whatever. 


GEORGIA. 


Gow THERN FARMER, Athens, Ga. 
«) Southern agricultural publication. Thrifty 
people read it; 22,000 monthly. Covers South 
and Southwest. Advertising rates very low. 
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THE ABUSE 




















prints 4,700 ig, 
s the entire field. Has 
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| ILLINOIS. 


| ( YONKEY’S HOME JOURNAT, excells as a me 
dium for interesting a good class of people 

in the smailer towns. Our subscribers own 
pianos or organs—the sign of a refined and well- 







to-do home—and are naturally mail order buyers. : 
150,000 at 60 per cent flat. W. 8S. CONKEY CO., | 
Chicago, Illinois. ' 


MAINE. } 
W! E have had one letter from an advertiser 
| who said he saw these advertisements of 
ours in this column. Recange mone they are read. 
We hope before our mut to land two or 


three big contracts. THE ¢ 00 RIER-GAZETTE, ; 
Rockland, Me. (See Rowell’s.) 


CANADA. 


} C vANADIAN ADVERTISING is best done 
E. DESBARATS ADVERTISING 
Montreal. 


CLASS PAPERS. 


ADVERTISING. 
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IRINTEKS’ INK is a magazine devoted to the 
general subject of advertising. Its standing 
and influence is recognized throughout the en- 
tire country. Its unsolicited judgment upon ad- 
vertising matters is of value to intelligent adver- 
tisers as s being that of a recognized authority,— 
Chicago (IU.) News. 

PRINTERS’ INK is devoted exclusively to adver 
tising—and aims to teach zood advertising 
methods—how to prepare wood copy and the 
value of diffe rent mediums, by conduc ting w ide 





verticers. Every subject is tres ci 1 from the ad- 
vertiser’s standpoint price 35 a 
year. Advertising rates, c lascifie d 2 3 ce et line 


e: 2 Gee, display 50 cents a line. \4-page 
), whole page $100 each time. 
“HIN BRS INK, 10 Spruce St., New Yor 


_RELIGIOUS, 
BAPTIST. 






“Audiess 









TT iEORGIA BAPTIST, Augusta, G: read 7 
by more than 5,000 progressive h 
ers and teachers in Georgia, South , Ala 





bama and Florida. Cire’n for 189), > weekly. 





Displayed Advertisements. 


50 cents a line; $100 a Jage; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


Get our illustrated catalogue 
agg ot copyright Lodge Cuts, new 
Ey 


and regulation. Better have 


exclusive agency for you 
city. We design, illustrat: 
and ele ar pe: 


- CARLETON, 
218 220 So iach St. ‘Omalia, Neb 


ee a aay ar arr 


4,900 


Papers are printed nearly every 
Saturday by THE DAY, New Lon. 
don. Its average daily issue is 
over 4,700 and growing steadily. 
The other New London papers 
combined have scarcely one-half 
this circulation. 
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7 Complete the Whole Job. 9 
iii nl 
3 I will write your booklet orc prem will have it illustrated if 8 
necessary, will set the type and print it. Some of the best 
° advertisers in the land leave such matters entirely to me, and I ° 
have yet to hear of one who was not thoroughly pleased. Or 8 
) I will do any part of the work here mentioned. Write me 6 
"4 about what you have in mind. ° 
4 WM. JOHNSTON, 0 
8 Prin TERS’ Ink PREss, 8 
) to Spruce St., New York. ras 
0o 000000 00000000000000000000000000000: 











During July, 1g00, about 2,800 newspapers, or one in ten of all the 
papers published on this Continent, contained an advertisement of 
Farm News, Springfield, Ohio, making a number of special sub- 
scription offers. No agricultural or mail order paper is making a 
IN stronger bid for pa‘d-in-advance circulation. 

Guaranteed minimum circulation per issue 100,000. 

FARM NEWS, Springfield, Ohio,is a paper for the farmer 
and his family, his help, for the stockman and ag iculturist of 
every kind. 

Up-to-date in methods and original in all things—a paper with push 
that pulls. 

Ask your agent about Farm News and put it on yoyr summer and fall lists. 


THE AMERICAN FARMER CO., SPRINGFIELD, OHIO. 
EASTERN OFFICE: WESTERN OFFICE: 
1so Nassau St., New York City. 1113-1114 Manhattan Bldg., Chicago. 
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2 Che Parisian : 
8 The Only Publication in America which makes a permanent ©) 
° feature of exploiting and illustrating everything pertaining to O 
) O 
O 
THE PARIS EXPOSITION O 
YU a O 
O 5 
- UNDER THE AUSPICES OF 2 
O THE PARIS EXPOSITION COMMISSION 6 
8 On all news-stands. Price 15 cents. Published at 853 Carnegie Hail, New York. ¢ 
OQOOOOOOOOOOOOOOOOOOOOOOOOOOOONONOOOOOOTOOOO000G 





About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 
mation gathered from year to year concerning the circulation and character of Ame rican 
newspapers. He has always at hand, in chronological order, accessible at a moment's 
notice, a conveniently arranged mass of interesting documents, statemcnts, pamphlets 
and circulation figures, going to ew what is claimed for a paper by its owners or 
asserted of it by its enemies and frien, 3y the aid of these and his familiarity with the 
subject it is always possible to pass the “history of the paper in rapid review and com- 
prehend and measure the claims set up concerning its value to advertisers. 

A new edition of the American Newspaper Directory with circulation ratings revised 
and corrected to date will appear on Saturday, September Ist. This will be the third 
quarterly issue for the thirty-second year of the publication. 


PRICE FIVE DOLLARS. 


GEORGE P. ROWELL & CO., Publishers, No. 10 Spruce Strect, New York. 

















Position 


y \ In advertising is hard 
UN to get these days. 

















U\N You pay double for it in 


MX almost any medium you can 


aX name. 
rN The nearest to position, 


4 without extra cost, is Street 
aK Car Space. 

“IN Here you are not one of a 
a hundred or more—but 


AN GEO. KISSAM & CO., 


Largest Street Car Adver- 
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ONE OF SIXTEEN Y 
OR TWENTY. W 
Does not that re- W 
duce competition ? W 
W 
Any space is good space WV 


in a Street Car—IF you put W 
the right stuff in there’s no x yy 
chance about the result—it W 
will be read. W 

Read at the right time, W 
for the Street Car is the W 
vehicle that brings the buyer W 


to your shop door. y, 

14 BRANCH OFFICES. W 

W 

253 Broadway, N. Y. \y 

tising Concern in the World. W 

W 
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IS IT NOT STRANGE 


If, as stated, in an advertisement in 
the last issue of PRINTERS’ INK, Mr, 
Geo. P. Miller believes the Avening 
Wisconsin the best advertising medi. 
um in Milwaukee, that he does not 
use it for the advertising of the T. A, 
Chapman Co., of Milwaukee, of which 
The T. A. Chap- 


man Co. have used the Milwaukee 


he is president? 


Journal exclusively in the English 
field ever since the newspaper combi 
nation attempted to sand-bag its presi 
dent into antagonism to the Journal 
Gimbel Bros., also prominent mer 
chants and well known all over the 
country as such, are likewise using the 
Journal exclusively in the English 
field. This is not at the request or 
wish of the Journal Company, as the 
Journal Company never has and never 
will attempt to dictate to advertisers 
what papers they shall use. 

In the advertisement of the “ven- 
ing Wisconsin referred to, the state- 
ments quoted from Miller’s testimony 
in the Journal’s case against the news- 
paper combination are correctly re_ 
ported, and that unquestionably was 
Mr. Miller’s honest opinion last April 
regarding the advertising value of 
newspaper mediums in Milwaukee. 
But that was prior to the investiga. 
tion of the circulation of the Milwau- 
kee Yournal, made at the instance of 
Mr. Miller for the T. A. Chapman Co. 
by the expert accountants, Stuart & 
Young, of Chicago, recommended to 
Mr. Miller by the Chicago 77ibune 
and Zimes-Herald. It was the result 
of that investigation, according to Mr. 
Miller’s testimony under oath, that Mr’ 
Aikens, manager of the Evening Wis- 
consin, came to his, Mr. Miller’s, office 


and begged him on behalf of every 
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present and past family association, 
not to give to the Journal Company, 
as it would almost ruin the business of 
the Evening Wisconsin. The Journal 
Company prints this part of the testi- 
mony, as Mr, Aikens has seen fit to 
use only part of it, and that part which, 
if taken alone, would deal unfairly 
with the Journal and in favor of his 
paper, the Evening Wisconsin. 

The strength of the /owrnal has 
been a revelation to the T. A. Chap- 
man Co., whose business has made a 
steady increase ever since the newspa- 
per combination began its assault on 
merchants and the Journa/. 

Another point in the Wisconsin's 
advertisement in PRINTERS’ INK, of 
July 25th, reads: 

“The sworn average circulation of 
the Evening Wisconsin for June, 1900, 
was 19,431.” The Journal Company 
make the claim “ That the CITY cit 
culation ALONE of the Milwaukee 
fournal is larger than is the TOTAL 
circulation of any other English even 
ing paper of Milwaukee.” The CITY 
circulation of the Milwaukee Journal 
is NOT 19,000. 

The Journal Company will give 
$1,000 to the Association of American 
Advertisers if they will investigate the 
circulation of the two papers, and the 
paid CITY circulation of the Milwau- 
kee Journal fails to be larger than is 
the TOTAL paid circulation of the 
Evening Wisconsin. 

THE JOURNAL COMPANY. 
STEPHEN B. SMITH, Eastern Repre 


sentative, 


30 Tribune Bldg., New “ork City. 


C. D. BERTOLET, Western Repre- 


sentative, 


Times-Herald Bldg., Chicago {[Il, 








FAP No oe 






































PRINTERS’ INK. 








PoITIIIRIIiiiiit id 





A single ad will not make or 
break any advertising. A_ single 
piece of printed matter bears the 
same relation to your advertising 
as a whole as a single brick does 
to a wall. One unsound brick 
may weaken a wall, but not neces- 
sarily fatally; but if every brick is 
unsound the whole wall will be 
unsound. 

The same is true of every piece 
of advertising matter yousend out, 
whether it be a catalogue, booklet, 
fac-simile letter, special postal card, 
magazine, newspaper or _ trade 
journal ad. It should be just as 
good as you can make it. 

It is still more important, how- 


ever, that your plan should be 
good. 3Jehind= all = advertising 


there should be this plan. There 
should be system in sending out 
matter and system in following up 
results from it. 

It should be possible for you to 
know just what your advertising 
is doing for you, and how much. 
If you do not know how to do this, 
you are not getting all the benefit 


from your advertising that you 
should. 

It is not always easy to find out 
the defects in any system of ad- 


vertising. Too much study of 
your problem close at hand pre- 
verts you from seeing the system 


as whole and noticing its weak 
po’ s both as to general plan and 
det.''s. 


Even with an excellent plan un- 
less the individual pieces of ad- 
vertising matter are as good as 
they should be, the plan will fail 
either as a whole or in part. 

In other words, good copy is 
essential to good advertising. 
Good copy means everything that 
is printed in your advertising 
space Or On your printed matter. 
It means the designs just as much 
as it does the printed matter. 
Good copy is saying just what you 
mean—saying it clearly that all 
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DEPARTMENT OF CRITICISM. : 

¢ a ~ ow . . = 

By Charles Austin ‘Bates. 3 

Readers of PRINTERS’ INK may send to this department advertisements, booklets, cata- a 
logues or plans for advertising. As many as possivle will receive f' !!, honest, earnest = 
criticism. There is no charge for it. P’R'NTERS’ 11K * pays the freight.’ = 
teenage iis Tri 


may understand, without wasting 


words—:n the most logical and 
natural way. ‘che design or il- 
lustration chould go with the 


matter so as to be part of it, and 


the whole should constitute the 
best thing that can be done in 
that space. 
This is good copy. 
* * ~* 


A valued correspondent sends 
me a little book in a bright red 
cover about the Cohoes Savings In- 
stitution, of Cohoes, N. Y. It isa 
twelve-page book containing much 
valuable information about the in- 
stitution and its methods. About 
half the space of the book seems to 
be devoted to argument on the 
subject of saving money, illustrat- 
ed by such interesting facts as 
that saving one cent a day for five 
years makes you the proud pos- 
sessor of $18.25, which induces my 
friend to argue 

“It would be interesting to 
know whether this sort of talk 
really gets business for the savings 
institution. Perhaps it does but 
it hardly seems as if it could. It 
is preaching, pure and_ simple. 
Every man, woman and _ child 
knows full well that you can’t eat 
your cake and have it, too. Every- 


body knows that if you spend 
money it is gone, and that if you 
do not save money you will be 


sorry by and by. It does not seem 
that argument from any outside 
source could make the facts about 
the spending and saving of money 
clearer, or make them seem of 
more importance than they really 
appear to be to everybody. There 
are few people who do not give a 
considerable amount of thought to 
this vital topic of saving money. 
It seems very unl’kely that any- 
thing that anybody else could say 
would make the subject appear any 
more serious than it already does, 
or make the imprudent see the 
errorof their ways in brighter light 
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and resolve to commence to save 
money. If I had a savings bank 
I would be very much interested in 
experimenting along this line, try- 
ing to find just how much people 
are influenced by that sort of talk. 
I am inclined to believe that my 
experience would teach me to talk 
more about the individual char- 
acteristics of my institution and 
the advantages of doing business 
with me and about the ne- 
cessity for putting money aside for 
a rainy day.” 

Every man, woman and child 
may know that he, she or it ought 
to save money. 

But they don’t do it. 

You have got to preach the 
gospel of saving persistently, con- 
s.stently and insistently, in season 
and out of season. You must point 
out the dangers of a poverty- 
stricken old age and reiterate it. 
You must scare, argue, figure, 
coax or yank the average wage- 
earner into the ranks of the wage- 
savers. You must keep at it, just 
as the priest and the preacher keeps 
hammering away on the advan- 
tages of heaven and the drawbacks 
of the other place. 

It isn’t the special advantages of 
any one savings bank, so much as 
the conviction that he must save 
something some way that induces 
the average man to open an ac- 
count. Nothing has a greater ef- 
fect upon him than the hammer, 
hammer, hammer at the moral 
necessity of saving style of argu- 
ment. 


less 


x * * 


Some folks are agitated because 
they fear that the large amount of 
advertising in some magazines 
will ruin their value as advertis- 
ing media. 

It seems to me that the question 
is self-adjusting. 

If the advertising in a magazine 
does not bring results, the mag- 
azine will not be overcrowded 
very long. 

If the advertising pays—it pays 
and that is all there is to be said. 
Whether or not it might pay 
better has nothing to do with the 
case. 

It might pay better if there were 
fewer pages, or if the pages were 
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larger or smaller, or if the pub 
lisher used a red cover. 

It isn’t a question of what might 
be, but what is. 

It is a fact that the magazines 
that pay best are usually the ones 
that carry the most advertising. 

You can sort out the cause and 
effect to suit yourselves. 

I believe that the advertise- 
ments are pretty generally read, 
andthatmore copies of McClure’s 
are sold than could be sold if the 
ads were left out. 

I believe that many people find 
the ads as interesting as any other 
part of the magazine. 

The ad pages contain more facts 
and more vitally interesting facts, 
more news than the literary pages, 
and the man who binds the mag- 
azines—ad pages and all—will 
have a more valuable volume 
than he who cuts out the ads. 

Ads are news and to-day’s news 
is to-morrow’s history. 


I believe that people want to 
read the ads and that to some ex- 
tent they buy the magazines for 
the sake of the ads. 

On that theory—the more ads 
the better. 

A location on Sixth avenue be- 
tween 14th and 23d sts. is de 


sirable because of the number of 
stores already there. 

Each store draws some trade— 
each pulls some customer from 
uptown, and the greater the num- 


ber of customers drawn to this 

district the greater will be the 

trade of every store in it. 
Women go to that district to 


see what they can find, knowing 
that they can find practically 
everything they want. 

Every new store that is opened 
there helps every other store 
raises the price of real estate- 
raises the rent. 

So I believe every new advertis 
er—if he is a truthful and reput 
able advertiser—raises the value 
of the medium he uses. 


* * * 


Some time ago a Connecticut 
young man wrote me a long and 
worried letter about the trouble 
he was having in doing adwrit 
ing for the merchants in his town. 
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He inclosed some of his efforts, 
one of which is this fireworks ad : 








Fireworks! Fireworks!! Fireworks!!! 

We have just the kind you want for 
the 4th of July, the newest kind out. 
Our stock is (by far) the largest of any 
in the Twin Cities—we bought for two 
stores. That we will sell them the 
cheapest we will prove when you come 
to buy. We will make a leader this 
year of the Standard Size Fire Crack- 
ers by selling them 25 packs for 25 
cents. Our assortment will include all 
the varieties of Skyrockets, Roman 
Candles, Garden and Exhibition pieces, 
and the greatest lot of the Miniature 
kind you ever saw. 

Now just a word about them. You 
all know there are different kinds. If 
you buy them here you will get the 
kind that “Go Off” every time with a 
loud report, a great big Bang! That’s 
the kind the boys want. As one little 
boy said, “You touch the punk—they’ll 
do the rest.” He hit it right. That’s 
just what they'll do, boys, and, by the 
way, we’ve got some nice long sticks of 
good dry punk, the kind that stays lit, 
and lasts a long time. 

Now don’t forget us, Go to our 
stores, where you can get the most for 
your money. 





This ad, he says, was promptly 
turned down by the man he pre- 
pared it for, with the statement 
that it was absolutely N. G.—that 
it was too long—that nobody cared 
to read such stuff, and so on. 

This rather took the heart out 
of the young adwriter, for the 
reason that he had drawn heavily 
on his recollections of what he 
wanted in the line of fireworks 
when he was a lad, and embodied 
in this advertisement the things he 
thought would please and catch 
the trade of the patriotic young 
American. 

Undoubtedly he was quite right, 
and although the advertisement 
has its crudities it is unquestion- 
ably good and probably just what 
the merchant needed. 

I have heard many expressions 
of the fear that an advertisement 
was too long and that people 
didn’t care to read long ads. 

That depends altogether upon 
whether the story is interestingly 
told and whether it is information 
of value to the reader. 

It is better to make a book of 
five hundred pages and tell the 
whole story than it is to leave 
out any vital points. If the story 
is told as it should be it will draw 
enough trade to make it pay. If 
it is so short as to fail to carry 
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any message to anybody it will 
bring no results whatever. Do 
not use any unnecessary words, 
but do not leave out a necessary 
one, no matter how much space 
you have to use. 

As for my young friend in Con- 
necticut, I am inclined to think 
that much of his trouble arises 
from the fact that he is not 
sufficiently sure of himself and 
does not charge enough for his 
work. 

Somebody once said that fully 
half of being a great man con- 
sisted in believing that you are a 
great man, and when you reach 
the point that you really believe it 
yourself it will be comparatively 
easy to make other folks agree 
with you. 

A good many young men who 
are capable of doing really good 
work are shy and backward about 
assuming the place which really 
belongs to them and _ insisting 
upon their work being taken for 
what it is really worth. 

A catalogue recently issued by 
the W. L. Douglas Shoe Co. con- 
sists of just five paragraphs of 
closely set reading matter and a 
good many pages of very good 
pictures of shoes. 

The pictures of the shoes are 
all right, and the descriptions 
under them are all right, but there 
is altogether too little space giv- 
en to the story of the shoe, its 
manufacture and its advantages. 
The book ought to have been twice 
as thick as it is, and had a good 
strong talk upon the merits of 
the goods advertised. 

This is a common error on the 
part of makers of catalogues. 
They fill the catalogue full ofpict- 
ures and technical descriptions— 
which of course are necessary in 
their way—but fail to tell the story 
of the business and the goods. 

Every business has a great many 
reasons for existing. Every busi- 
ness has its advantages. And 
every product has merits which 
appeal forcibly to a certain class 
of people. If this were not true 
the business would not be in exist- 


ence. As it is true, the story 
needs to be told over and over 
again. 


There are reasons why A. B. 
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& C. prefer your goods to those 
of your competitors. These 
reasons, if agent intelligently 
and persistently laid before the 
rest of the alphabet are bound to 
attract a certain proportion of 
their custom. 

* 


Here is.a most excellent retail 








cigar ad hailing from Franklin, 
Indiana : 
A good story bears repeating—here’s 
something good. 

THOSE LAPERFECTAS AGAIN. 

We like to talk about our LaPer- 
fecta Cigars because they are worth talk- 
ing about. They are long Havana 
filler, choice Sumatra wrappers and 
strictly hand made; such cigars will 
cost you toc. other places, because toc. 
is as low as such cigars can be sold in 
the regular way where there’s a profit 
to the maker, a profit to the jobber, and 
another one to the retailer. LaPer- 
fectas are sold direct from factory to 
consumer, we save you two profits 
more than two really, for ours is so 
small it could hardly be called profit. 
We consider that a small profit with 


public favor is much better than a large 
one without it. Next time you smoke 
get a LaPerfecta—it’ll be the biggest 
five cents’ worth you ever got. ade 
here—at home—by 

GEORGE F. FREEMAN. 
“Maker of Good Smokes.” 


far 
cigar 


This advertisement is so 


ahead of the average retail 


ad as to belong almost in a class 
by itself. 
Most retail cigar ads convey 


the thrilling information that “We 
sell the famous Something-or- 
Other cigar—the finest five-cent 
smoke in the world.” 

This Indiana man goes right 
down into the cigar and tells all 
about what it is made of, where 
and how it is made, and why it is 
good. 

Probably the inferior character 
of retail cigar advertising is large- 
ly due to the weird and fantastic 
wholesale cigar advertising which 
has been done for so many years. 

With a few notable exceptions 
cigar advertising to-day is about 
the worst class of advertising in 
the world. 

When a man puts a cigar on the 
market he has a big half-tone pict- 
ure of the label made and spreads 
that all over the tobacco trade 
journals, together with his name 
and address. Then he seems to 


think that his whole duty is done 
and the rest ought to be easy. 


He 
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information 


the 
that it is a clear Havana, or some 


may vouchsafe 


but that is as 


thing of that sort, 


far as you can expect h'm to go. 
The tobacco journals carry 
scores of pages of this queer kind 


Tobacco dealers 
thousands 


of advertisement. 
and cigar makers pay 


upon thousands of dollars for 
blank, naked publicity without 2 
spark of advert:sing value. Just 


why they do it it is hard to say. 
How it can pay them it is equally 
hard to see. Very probably it 
doesn’t and they don’t expect it to. 

Advertising that tells the trade 
all about a 


cigar, what it is made 
of, who makes how it is being 
advertised or pushed, and why it 


is a quick and profitable seller, un- 
doubtedly brings highly profitable 
and gratifying results. 

It would scem as if every manu- 
facturer would have realized this 
fact by this time and be ready to 
fall into line with some advertis- 
ing worthy of the name. Undoubt- 
edly they will have to come to it 
some t'me, but the process is very 
slow. 

It is really 
journals 


not the fault of the 
devoted to the tobacco 
trade. I know that they appre- 
ciate the merits and the results of 
modern advertising methods, and 
have done everything in their 
power to induce their customers 
to get up to date. 

The tobacco and cigar business 
is a great and wonderful business, 
and that it should be still in its 
advertising infancy is a remark- 
able fact. 

* * 

The Times-News Company, of 
Connersville, Indiana, some time 
ago circulated a neatly bound little 
book printed in red and green, of 
which the following was the intro 
duction 


You know perfectly well what a 
pleasant impression good printing makes 


on you. You think more of a man and 
his business wher he sends you a neat. 
tasteful letter-head or envelope. Of 
course all the people you do business 
with, or want to do business with, will 
have the same feeling about you if you 
send them something striking, original 
and tasteful in the way of printed 
matter. We make it a part of our 
business to put brains into our type 
work. Let us print your catalogues, 
price lists, checks, booklets, letter-heads, 
noteheads, billheads, envelopes. busi 
ness cards, circulars, receipts, folders, 














programmes, or any other printed 
matter, and we will give you some- 
thir that will “cut ice with the 





people you communicate with; and we 


will not charge you a big price for it 
either. 

All this has been said before, 
but it cannot be said too many 
times. 

The rest of the book is com- 


posed solely of examples of the 
work of the Times-News Com- 
pany in the commercial printing 
line. All of the work is good and 
there could be no better way of 
placing it before the public. 

The very best advertising a 
printer can have is samples of his 
work. If the samples are what 
they should be they will carry more 
weight and bring much more busi- 
ness than any amount of talking. 

The printer is about the only 
man who can put his work before 
the man whose trade he is after 
and make it talk. Such being the 
case it is odd to find many printers 





sending out advertisements for 
their shops sloppily printed on 
poor stock. 


* oa 4 

Printers’ INK of July 11th 
says: “A writer ip the current 
Vunsey’s comments on the atroc- 
ity of the advertising poetry one 
sees in the cars. It does seem 
that the opinion is abroad that ad- 
vertising rhyme cannot be good 
unless it is very bad.” 

If that idea is abroad it certa‘n- 
ly has some very good grounds for 
existence. 

Most of the advertising poetry 
is of about the toughest sort, con- 
taining neither rhyme nor reason. 

However, here is a bit of verse 
which a young man from San Jose 
says he set up at the case without 
copy, which is very far from being 
had 

Just as the buzzing, busy bee, 

Goes forth in search of honey, 

So should the busy business man 

3y seeking trade, find money. 

And as the bees that buzz the most 

Find most of sweets they prize, ‘ 
The cream of trade will always go 
To those who advertise. 

As a candidate for the position 
of the worst that ever happened 
here is the tail end of a circular 
coming from Glassboro, N. J. The 


folder is about a grand opening of 
a clothing store, and this surpris- 
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ing bit of verse is labeled “song” 
in big letters : 


Their his a charming little clothing 
Store not many miles from here 
Their names is Steinberg Bros Myers. 


that you can plainly see 





You will try their Clothing once and 
you will call again 
So come and try for I want cry as 
Steinberg Bros Myers Store 
* * * 


Here is part of one of the news- 
paper ads of Victor E. Adler, of 
Washington 





COMING OR GOING 
You will find rest here. You will 
not be offended by the obsequiousness 


of the chattering chattels of the No 
mads, who thrust the worthless wares 
of their employers under your noses 
with much  volubility and = extreme 
earnestness, and repeat their parrot-like 


performance to each and every custom- 
er. Such scurvy methods are not 
tolerated by * Old Reliable.” The rep- 
utation of Adler’s Ten Per Cent 
Clothing House was too dearly earned 


“Mess of 
advertisement, 


for a 
an 


to be frittered away 
Pottage.”’ This is 
and yet it is not. The advertisements 
of to-day are, as a rule, merely 
glitter, glaring generalities. They do 
not deal with facts; merely glimmer, 
and glimmering, die—leaving the read 
ing public in Egyptian darkness as to 
the real situation. 

Some men call this genius and pay 
largely for the services of such a 
genius whose writings can produce such 


gloss, 


results. Happily, we do not belong to 
that school—we are of the earth earthy 
and beg to say to you that we are 


Outfitters to All of Mankind. 





No doubt the man who per 
petrated this thinks it a wonder, 
and in some respects it is. The 
wonder is that any merchant can 
be expected to pay the slightest 
attention to such nonsense as this. 

When a man sets himself up on 
a pedestal and announces that he 
is the only honest man in the 
business and that all the others 
are liars and thieves, he lays him- 
self wide open to the suspicion of 
being the whole board of directors 
of an Ananias Club himself. 

When a man abuses his com- 
petitors all right-minded people 
are inclined to take offense. No 
man can read stuff of this sort 
without feeling that the man who 
wrote it is mean enough to do al- 
most anything to injure his busi- 


ness neighbors and to make an 
extra dime or so for himself. 
A man of this sort ought to 


lose trade instead of getting new 
customers by his advertising. 
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WILL YOU BITE? 


A Western ink house is a‘ivertising in one of the 
trade papers, offering news ink in 50 lb. kegs at $4 
a keg, but to learn just how valuable the space is, 
they allow a discount of $1 if you cut out the 
coupon and send it along with a check for $3. This 
is an inducement to publishers to try their news ink. 
lor the past six years I have been offering the best 
News ink in the world put up in 50 lb. kegs at $2.75 
a keg, or in 500 lb. barrels at $20 a barrel, and I 
don’t ask for coupons or references, but have to 
see the color of your money before I ship the 
goods. The following testimonial is from a prom- 
inent officer of the Wisconsin Press Association, but 
through courtesy I will not mention his name: 


“ While our trade with you will not make you rich, you have made a steady 
customer of us, and we shall do all that we can to throw orders your way. 

“We demonstrated to our satisfaction that other houses could not compete 
with you, recently. A particular friend of ours said his house could lay ink 
down here as cheaply for us and as good, guaranteed, as your ink. We told 
him that he would have to put up some mighty good ink if he did; that we 
had had two 500 barrels of you, and that we never had better ink. Out of 
curiosity, I wrote that house to see just what they would do, and I have the 
letter in black and white, saying that the agent was not authorized to sell ink 
at any such price. It was one of the big houses, too. If you care to make 
any mention of this, you are welcome to, provided that you do not mention 
our name. We never have had better ink than you have furnished us.” 


I have had several inquiries of late about my 
prices for news ink, and it strikes me that my com- 
petitors are feeling the increase in raw materials 
and are getting under cover by asking more for 
their goods. When I first offered news ink at 4 
cents a pound I was considered an idiot, but I gob- 
bled up the trade so fast that the other ink men 
became jealous, and it was not long before they 
were selling below me and offering unlimited credit. 
My prices still remain the same, and if you don’t 
send the money, you don’t get the goods. Send for 
my price list. Address 


PRINTERS INK JONSON, 
13 Spruce Street, New York. 
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SIJHERE are spheres of adver- 


x | tising as well as of politic- 








al influence. The clearest 
defined are those of the daily papers. 
The publications of the 


Scripps-McRae League 





with their sworn-to daily circulations: 


The Cincinnati Post, 133,288 
The Cleveland Press, 93,096 
The St. Louis Chronicle, 54,050 
The Kansas City World, 24,348 
The Kentucky Post, 12,826 
Are located at strategic points in 
the prosperous States of the Missis- 
Sippi Valley. These dailies are read 
by all classes, but have peculiar in- 


fluence with the sturdy and numer- 
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ous middle class; the people who 
buy the bulk of the goods, and whose 


patronage is indispensable to the gen- 





eral advertiser. We give the best 
advertising value in these cities; the 


largest daily circulations in Cincin- 





nati and Cleveland; a larger circula- 
tion in St. Louis for the price 
charged than any other medium; the 


only evening paper covering the one- 





cent field in Kansas City; the only 





daily circulation in Covington, Ky. 
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No Sunday editions. Live news 
on every page, and only eight pages. 


For further information, address 






F. J. CARLISLE, Advertising Manager, 


SCRIPPS-McRAE PRESS ASSOCIATION, 


53 Tribune Building, 116 Hartford Building, 
New York. Chicago. 
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START at ONCE 
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on the road to success. Street car 
cards will bring you to the goal of 
prosperity, as it is doing this minute 
to the increasing list of wide-awake 
street car advertisers. They are find- 
ing that 
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Kissam’s System 
OF STREET CAR ADVERTISING 
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is the BEST car advertising in the 
world. 

Information cheerfully given to 
any one interested enough to ask. 


Georce Kissam & Company, 


253 Broapway, NEw YorK. 


Written by John J. Griffin, Albany, N. Y. 

















